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Rough Proofs 


The Buick broadcast of the big 
fight must have been pretty success- 
ful, even though it was limited to 
one round and two commercials. 


7 ~~ @ 


After hearing what happened the 
other night at the Yankee Stadium, 
Joe McCarthy can’t help wishing that 
his pets would again develop the con- 
yincing Louis brand of sock. 


; 2 @ 


Promoters are going to be on the 
look-out for a promising young white 
hope, but about the only one in evi- 
dence seems to be Wayne Morris, the 
Kid Galahad of the movies. 


vv¥$sgy 


With all that energy expended in 
selling the slogans, “Advertising 
Makes Work” and “Sales Mean 
Jobs,” let’s hope that everybody con- 
cerned will have enough left to put 
advertising and salesmanship to work 
making jobs. 

vvwey 


The purpose of a new corporation 
jointly established by General Mills 
and Eastman Kodak is to work in the 
field of molecular distillation. Some 
of the boys are going to think this 
means new competition for Seagrams. 


_ e . 


Memo to copywriters: 


Be sure to 


he copies. of the. Wheeler-Lea bill 
and the new food and drug act on 
your desk before you submit your 


next batch of ads to the big boss. 


- » 


Leo McGivena writes on “The Im- 
portance of Being the Right Size.” 
Judging from the attractiveness of 
heavyweight championship gates, the 


right size in that line of industry is 
something over 175 pounds. 


Vv. .2..? 


Druggists are worrying because of 


the possible obscenity of some of the 
Magazines they handle. 


They read 


them the same way they take the 


patent medicines they have in stock. 


,  F 


With publishers’ promotion going 


into the groceries and hardware era, 
as Roy Durstine points out, 


and 


candy, cheese and other vittles on 
the daily receipt list, no agency exec- 


utive need worry about keeping the 
wolf from the door. 


Palm FF 


If Walter Disney’s Mickey Mouse 


was good for a master of arts degree 
from Yale, Snow White should have 
Produced a doctor of philosophy from 
Harvard University. 


, 


The seventy-fifth Congress has gone 
home, leaving a record of appropria- 


tions of ten billion dollars. 


If you 


didn’t get your share, call your repre- 


Sentative, 


~ oe 


The Advertising Federation of 
America has adopted a _ resolution 


frowning on ribald publications. That 
is, you can be naughty but nice, but 


or heaven’s sake don’t be just 


Naughty. 
vv VF 


Things are beginning to look up. 

he stock market has bounced back 
in enthusiastic style, and Babe Ruth’s 
Pictures are again to be seen on the 
Sports pages. 


Copy Cus. 


MODEL VILLAGE 
DRAWS SUPPORT 
OF ADVERTISERS 


Foods, Drugs, Appliances 
in Ambitious Project 


(Picture on Page 31) 

New York, June 22.—A unique co- 
operative advertising enterprise 
which has enlisted the support of 
102 of the nation’s leading companies 
and trade associations will be un- 
veiled July 8 on the boardwalk at 
Atlantic City when “The Model 
American Village” is opened for the 
first time. 

Successor to “The Model Home of 
America,” the village will occupy an 
entire block and will consist of a 
landscaped area just off the board- 
walk with three model homes in as 
many price brackets and architec- 
tural styles, a town hall and movie 
theater, a grocery store, a drug store, 
and a decorating shop. 

No products will be sold, the pur- 
pose of the community being to mer- 
chandise to thousands of visitors the 
advantages of the building materials, 
home appliances, furnishings, food 
and drug products shown in use in 
the various buildings. 

“The Model Home of America,” 
which played host to 762,000 visitors 
in three years, was conceived and de- 
veloped by Stanton L. Oppenheimer, 
head of the New York agency of that 
name. The exhibit is permanent 
and open every day in the year. 

The village is a logical expansion 
of this single home. It will enable 

(Continued on Page 25) 


Crash Eastern 
Markets with 
Hash Campaign 


New York, June 22.—Resuming 
promotion after a lapse of some 
months, Illinois Meat Company, Chi- 
cago, will inaugurate a ten-month 
newspaper campaign in Eastern mar- 
kets July 1 in support of Broadcast 
Brand corned beef hash. 

Fourteen daily newspapers in the 
New York metropolitan area will 
carry weekly insertions ranging up 
to 500 lines in size. Copy will be de- 
voted exclusively to Broadcast hash, 
and will stress ease of preparation, 
economy, and nutrition value of the 
selected cuts of beef. 

The new campaign marks the com- 
pany’s initial use of newspapers, 
radio having been formerly em- 
ployed. J. Stirling Getchell, Inc., 
which handles the New York end of 
the account, declared that the prod- 
uct already outsells other brands in 
this territory and that both manu- 
facturer and agency “hope to double, 
and perhaps triple demand” through 
the drive and point-of-sale efforts. 


DIRECTORY OF FEATURES 
Ad-libbing 


Coming Conventions 


CR ete Or i, 12 
Getting Personal ............ 24 
Information for Advertisers... 12 
ae at et 29 
Photographic Review of the 

MP dD sie £3 nls «ORR Ras oe 31 
Ramen Hreetr is)... Be Bis. ! 
Voice of the Advertiser....... 14 


ADVERTISING PRODUCES PROFITS 


5 GOVERNMENT 
NNSPECTED Bit 
ts the 
Only Meat 
Used tn 


Apyite Castle 


WAMBU 
aw “ 
spay tw BY Tue SAGE 
——e 


SP isaac 


“White Castles for tea!” 


@ “Listen! I'm past the tl when 1 ask 
myself: ‘What will | give them to eat?” Not 
since | read thet serving Hamburgers is the 
thing to do at bridge perties. That sounded 
like sense. I've always loved Hamburgers 
++. Rever got enough of them. They go big 
with everybody just ke they do with you. 
‘Try it and find someone that doesn't like 
them—if you cas.” 


@ Hamburgers were never like this before 
. .» fresh, red hot, zippingly delicious and 

just a8 welcome at teas and parties as they 
8 are original. White Castle changed 


ers from on incident to a great American 
dish. The beef used is U. 5. Government 
Inspected. It is delivered fresh twice a day. 


@ Get a sack for.lunch when you pass | 
White Castle. Get a sack after the movie. 
Get a sack when you are out for a ride. Get 

2 sock for a park picnic. Send one of your 
children for a sack. No tol too email to | 
receive quick and courteous service from 
the remarkable young men you will find at 
every White Castle. Sc per Hambarger. 

@ White Castles are all over St. Louis 
(nearly all over the U.S. A., too). 


Hamburg- 


THE 

0 or more delivered al any tame — 

ween. We Cacile | 
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« x 

Ea ey ee system ate ae | 
weer “peel “bert Fe A NATIONAL INSTITUTION “Seay teas | 
t i 


One of the White Castle System newspaper insertions that helped sell 40,000,000 
ham How the company puts on pressure when business is 
dullest is told on Page 4 of this issue. 


GROCERS DECRY 
NEW PACKAGES 
AND SAMPLING 


To Support Patman on 
Chain Store Tax 


Food and Drug Act 


The complete text of the new U. S. 
food and drug bill passed by Congress 
last week will be found on Page 19. 


Cincinnati, June 23.—Two mer- 
chandising techniques successfully 
used by many food product manu- 
facturers in introducing new or re- 
vitalizing old products were vigor- 
ously condemned by the National As- 
sociation of Retail Grocers in closing 
sessions of its convention here yes- 
terday with adoption of resolutions 
opposing full size, house to house 
sampling and creation of new size 
containers. 

In addition, the NARG voiced op- 
position to loss leader selling, voted 
support to the now dormant Patman 
chain store tax bill and the Senate 
resolution authorizing an investiga- 
tion of monopolies. 

Among those to criticize loss 
leader selling was Clarence Francis, 
president of General Foods Corpora- 
tion, who also discussed the use of 


Uniform Prices Benefit 
Consumer, Say Retailers 


premiums and deals in grocery mer- 
chandising. The convention also 
heard an address prepared for deliv- 
ery by Congressman Wright Patman 
and addresses by L. W. Hitchcock, 
vice-president of the Independent 
Food Distributors Council; Senator 
Millard E. Tydings, and Mrs. Bert 


New York, June 22.—A decrease 
of 3.4 per cent in the price level of 
106 of the most important drug 
store items protected by contract 
under the Feld-Crawford fair trade 


On Fair Trade Front 
Fixed Prices Win Backing in 


act was revealed in a survey con- Grocery Field.......... Page 2 
ducted by the fair trade committee Manufacturers Offer Cash to Sup- 
of the New York State Pharmaceu- port Contracts..... -..-.Page 25 
tical Association, and reported at/ fair Trade Advances Kotex Dis- 
that organization’s sixtieth annual tribution........ bye Page 27 
convention..at Lake George yester- Gasoline Men Seek Contracts in 
day. Illinois.......... wessssPage 27 


The survey report supplied ac- 
(Continued on Page 27) 


Last Minute News Flashes 


J-W-T Gets Kellogg’s Corn Flakes 


Battle Creek, Mich., June 24.—Effective immediately, J. Walter 
Thompson Company, Chicago, will take over the Kellogg Corn Flakes ac- 
count. The agency will continue to handle export advertising for all 
products of the Kellogg Company. N. W. Ayer & Son was the agency for- 
merly in charge of domestic advertising on corn flakes. 


Elliott Named Campbell-Ewald Media Director 


New York, June 24.—Campbell-Ewald Company, Inc., today appointed 
E. A. Elliott director of media and Charles Dreier head of the schedule 
department. Mr. Elliott will supervise purchase of radio time as well as 
selection of other media. 


Belfie Named Buick Merchandising Director 
Flint, Mich., June 24.—A. H. Belfie, formerly Chicago zone manager, 
today was named director of merchandising of Buick Motor Division, 
General Motors Sales Corporation, with headquarters here. He will be 
assisted by Hugh H. Johnson, present operating head of the advertising 
department. 


$500,000 to Promote Pan-American Steamers 


Washington, D. C., June 24.—The Maritime Commission will spend 
$500,000 to promote a new steamship service to Brazil and Argentina, be- 
ginning in September, it was disclosed here today. Three ships, re-acquired 
from the U. S. Lines, will be operated either on charter or by the govern- 
ment. An agency appointment is expected next week. 


W. Hendrickson, chairman of the ad- 
visory committee on consumers’ in- 
terests, New York World’s Fair. 


Brand Shift Is Main Result 


The NARG apparently feels that 
sampling in the grocery field has its 
chief result in switching the con- 
sumer from one brand to another 
rather than increasing total sales. Its 
resolution asserts that “this type of 
sampling removes the average house- 
wife from the market of the retailer 
for a week, causing lost sales and 
profit, and on many of these items 
no new business is created for the 
retailer, but the consumer shifted 
from one brand to another.” The 
resolution is limited to opposition 
of full-size package sampling from 
house to house. 

In opposing creation of new size 
containers, the NARG also suggested 
that the cooperation of the Bureau 
of Standards of the United States be 
sought in “establishing a set of cer- 
tain sizes for all commodities sold in 
the grocery industry.” 


New Sizes Confusing 


Food commodities packed in new 
size containers to which additional 
sizes are constantly being added 
bring confusion both to the con- 
sumer and to the grocer, it was de- 
clared. It is also alleged that this 
practice becomes a burden on the 
retailer in forcing him to increase 
his capital investment, 

Another resolution, also involving 
packaging, asks that commodities 
be packed in standard one-dozen 
units rather than in the varying 
amounts. 

The resolution supporting the 
chain store tax measure followed the 
address by Congressman Patman in 
which he predicted that his bill to 


(Continued on Page 28) 
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ADVERTISING AGE 


June 27, 1938 


FIXED PRICES 
WIN BACKING IN 
GROCERY FIELD 


Lever Bros., P & 6, Follow 
Lead of Colgate 


New York, June 22.—Encouraged 
by the results of its experiment in 
maintaining minimum retail prices 
on Palmolive soap in Ohio, Colgate- 
Palmolive-Peet Company today an- 
nounced that it had issued new con- 
tracts covering two additional prod- 
ucts—Super Suds and Concentrated 
Super Suds, which will be price-fixed 
under the. Ohio fair trade law be- 
ginning July 5. At the same time it 
became known here that two other 
national advertisers, Lever Brothers 
Company and Procter & Gamble 
Company, will institute price main- 
tenance on some of their products 
in Ohio early next month. 

Lever Brothers brands to be tested 
under the fair trade set-up will be 


Lux toilet soap, Rinso and Spry; and 
Procter & Gamble will include 
Camay soap, Crisco and Oxydol. 


Drug Trade Already Enlisted 


All of these new price contracts 
will apply to the grocery field. Col- 
gate-Palmolive-Peet, which operates 
under fair trade laws in the drug 
field in 43 states, began its test on 
the grocery front in Ohio last No- 
vember. At that time minimum re- 
tail prices were fixed on Palmolive 
soap as follows: one cake, six 
cents; two cakes, 11 cents; three 
cakes, 16 cents. Effective June 20, a 
new price schedule was set up in 
which the base of one cake for six 
cents was continued but the three- 
cake rate was raised to 17 cents. 
These present prices give a ten per 
cent mark-up for the retailer over 
the car price. 

The new contracts on Super Suds 
will set a minimum of nine cents, 
or three boxes for 23 cents, on the 
regular size, and 16 cents, or two 
boxes for 31 cents on the giant size. 
Minimums on Concentrated Super 
Suds will be eight cents or two for 
15 for the medium size and 19 cents 
or two for 37 on the large size. 


Price Cutting Stopped 


Commenting upon the seven 
months’ experience in Ohio with 
Palmolive soap, J. A. Reilly, manager 


os 


BEHIND SCENES OF NEW BROADWAY HIt 


RENT 5 ROUND SMITE TE TEED 
pie Ge Ga 


Old Gold will crash the Great White Way within a few days with a new ani- 

mated cartoon spectacular featuring characters created by Otto Soglow, well 

known for his Little King and other comic figures. The artist is shown here (right) 

discussing one of the original drawings with Douglas Leigh, who controls the 
Epok sign patents. 


of Colgate-Palmolive-Peet Company’s 
soap department, said that price-cut- 
ting had been absolutely eliminated. 

“There is no more loss-leader sell- 
ing in Ohio,” he said. ‘Violations 
have been surprisingly few. We have 
had splendid support from retailers 


Shades 


there are fish, or sales. 


year ago. 


the maps and charts of 


R. W. McCARTHY 


A-fishing for fish, or a-fishing for sales, 
anglers must use their tackle where 


Rich from oil, from unprecedented 
port activity, from uninterrupted man- 
ufacturing, from agriculture . . . Hous- 
ton is in better condition now than a 


Employment and pay rolls are up in 
Houston, department store sales are 
up, retail advertising is up, building 
permits are ahead of last year, savings 
deposits show a gain... . 


For months Houston has sparkled on 


leading business authorities . . . and 
continues to shine there as one of 
America’s few trading areas which 
show no decline from last year. 


Houston will reward your selling 


THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


THE BRANHAM COMPANY 
National Representatives 


Saeee 


of Simple 


following sources: 
Universti 
District; 


e@ Simple Simon went a-fishing 


But all the water he could 


efforts . . . especially when they are 
assisted by adequate representation in 
Houston’s “first-in-everything” news- 
paper, The Houston Chronicle. 


The statements made above are authenticated by the 


of Texas; Federal Reserve Bank, Eleventh 
edia Records, Inc. 


For to catch a whale, 


find 
Was in his mother’s pail. 


Simon! 


Bureau of Business Research, 


the nation’s 


Manager National Advertising 


CHRONICLE 
LEADERSHIPS 


MORE City Circulation 
MORE City and Retail Trad- 


ing Zone Circulation 
MORE Total Circulation 


MORE Local Advertising 
MORE National Advertising 
MORE Classified Advertis- 


ing. 
MORE Total Advertising 


* 


* 


FIRST IN CIRCULATION AND ADVERTISING FOR OVER A QUARTER CENTURY 


and local chain stores and our inves- 
tigations indicate that the fixed min- 
imum price on Palmolive soap did 
not encourage retailers to lower 
prices on other brands.” 

He also refuted the argument, 
often advanced against price main- 
tenance, that the minimum price al- 
ways becomes the standard price. 
Many stores continue to use their 
normal mark-up, he declared. 

The attitude of the retailers was 
reflected in a mail survey, conducted 
under Mr. Reilly’s supervision. Of 
250 replies, only 16 expressed dissat- 
isfaction with the fair trade act, and 
some of these were founded on the 
theory that the law was not drastic 
enough. 


Groceries a Laboratory 


A number of manufacturers are 
now operating under fair trade in 
Ohio, or will be before the summer 
is over, and the state has become a 
sort of laboratory for the testing of 
price maintenance in the grocery 
field. Probably the principal reason 
for the selection of this state is the 
fact that it boasts one of the livest 
and most aggressive fair trade com- 
mitttees in the country. The gro- 
cery division of this committee is 
co-operating fully, under the direc- 
tion of Selden L. Trumble, executive 
secretary, both in the institution of 
new contractual relationships and in 
the enforcement of the law. 


McGovern Head of 
Classified Group 


James McGovern, classified man- 
ager of the Pittsburgh Press, has 
been elected president of the Asso- 
ciation of Newspaper Classified Ad- 
vertising Managers. Wayne W. 
Moores, Charlotte Observer, was 
named first vice-president, and George 
A. Saas, Indianapolis News, second 
vice-president. 

Walter Lehmann, San Antonio Ez- 
press and News, is secretary, and 
Roy E. Ballou, Peoria Star, treasurer. 
New directors are Morton A. J. Me- 
Donald, Oakland Tribune; Willis 
Brown, Minneapolis Star; Earl W. 
Beach, Kalamazoo Gazette; W. L. 
Sessions, Salt Lake Tribune and 
Telegram, and Henry Manz, Cincin- 
nati Post. 


“Food Merchandising” 


Starts Publication 


Food Merchandising has started 
publication at 134 N. LaSalle street, 
Chicago. The publication contains 
news of the food field and is distrib- 
uted to food retailers in Chicago and 
suburbs. 

Carl F. Zeigler is publisher and 
Roy Lundy advertising manager. 


Jensen Promoted 

J. T. Jensen, formerly manager of 
the research department, has been 
named general sales manager of the 
John F. Jelke Company, Chicago, 
succeeding F. E. Scott, who has re- 
signed. Gordon St. Clair, advertis- 
ing manager, has also left the com- 
e- This post has not yet been 

ed. 


Photo Poster in Chicago 

The Photo Process Poster Com- 
pany, Milwaukee, has opened a Chi- 
cago sales office at 612 N. Michigan 
avenue. The telephone number is 
Superior 5205. G. C. Still and John 
L. Snodgrass are Chicago representa- 


tives. 


pitenteed all 


United Expects 


Peak Season in 


Holiday Travel] 


Chicago, June 23.—A 40 per cent 
increase this season in advertising 
aimed at vacation travelers igs ey. 
pected to bring United Air Lines a 
peak season in this type of trafic 
Robert Johnson, director of adverts. 
ing and publicity, predicted today. 
Mr. Johnson said that United’s in- 
crease in vacation copy is based on g 
belief that it has a “better story” to 
tell this year, both in iespect to im- 
proved service and to the greater 
number of Western vacation points 
now served by the planes. He addeg 
that many vacationers are expecteg 
to forego foreign voyages this year 
for trips to domestic resorts and that 
this factor would naturally be re. 
flected in increased air traffic. 

He named Glacier Park as one of 
the spots newly opened to air traffic. 
This park, along with Yellowstone is 
expected to prove a popular mecca 
for Easterners. 


Aimed at Easterners 


United is directing the major por. 
tion of its vacation campaign at Rast- 
erners, emphasizing that travel by 
air makes its easily possible to visit 
Western national parks and the West 
Coast during the usual two-week vya- 
cation, with ample time to spare, 

Other vacation spots due for con- 
siderable promotion in United’s ad. 
vertising include Colorado, Boulder 
Dam-Grand Canyon, Yosemite and 
the Pacific Northwest. United offers 
overnight and scenic daytime flights 
to all these points. 

Magazine copy in the vacation 
drive recently appeared in a list in- 
cluding The New Yorker, The Satur- 
day Evening Post, Sunset and Time, 
as well as several more specialized 
publications in the travel field. 

During the next six weeks the cam- 
paign will concentrate its fire in 40 
newspapers, most of them in Eastern 
cities, with copy to appear bi-weekly. 
Bulwarking the magazine and news- 
paper copy is an expanded program 
of direct mail and window display 
advertising. One of these direct mail 
booklets, “Vacation by Air,” is con- 
veniently arranged to give the reader 
information at once on the vacation 
spot of his choice, while copy puts 
much emphasis on the theme, “Fly 
and enjoy extra holidays.” 

Vacation window displays are also 
being shown in all local traffic offices 
and in other windows where suitable 
tie-ups can be arranged. 

Rates this season are on a par with 
those which prevailed last year, Mr. 
Johnson said. He added that air 
traffic in general had shown favor- 
able gains, with May exceeding the 
1937 month and June running ahead 
of May to date. 

United’s general advertising pro- 
gram has not been reduced, he de- 
clared, remarking that the appropria- 
tion for the first half of 1938 was in 
excess of the 1937 period. J. Walter 
Thompson Company, Chicago, is the 
United agency. 
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, 1938 


ADVERTISING AGE 


SPLIT ATTENTION 
SPLITS RESULTS 


“Kiss me,’ she murmured, her full lips parting deliciously. 
“IT love you so.”” Their shadows merged in the moonlight. 


(Banish Toilet Bowl Stain this 
New, Easy Way) 
o eo 


The dress is sweetly tailored in prettily flowered rayon sheer, 
with collar and cuffs edged in box-pleat lace. 


(Use Copper Gutters and Flashing 
say 5000 Architects) 


- * 
You get the idea. Split attention = split results. 
Now in one magazine —The American Home — 


there is no tug-of-war between editor and adver- 


Ascii OME 


sells the HOME-MARKET of America 
—1,300,000 buyers for families 


tiser. Every page is focused on the home service 
theme. Every page is an editorial build-up for 
home equipment, furniture wl floor covering, 
food, building products, bathroom supplies. Every 
page (editorial and advertising ) is an invitation 


to spend money on home things. 


This concentration — this 100% home service set- 
ting — produces results for advertisers in good times 


and bad. Reason: No split attention to split results. 


Worth thinking about. And doing something about. 
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§ some of the 1938 LIFE advertisers > 


ADVERTISING AGE 


June 27, 193g 


Advertising Produces 
Profits 


The First of a Series of 1938 Success Stories 


Increased Promotion Brings 


Results for White Castle 


Columbus, O., June 23.—Behind the 
success of the White Castle System, 
Inc., which sold 40,000,000 hamburg- 
ers in 125 outlets situated in 11 states 
during 1937, lies an unusual adver- 
tising story of an organization whose 
primary promotion principle is: 
“Concentrate advertising when busi- 
ness is dullest.” 

White Castle is also unique in that 
its initial advertising effort, insti- 
tuted some ten years after its found- 
ing, was so unsuccessful as to almost 
sour the organization on all paid 
promotion, until the way to success 
was found subsequently. Newspapers 
were used for this first campaign, and 
still remain the media. 


The policy of advertising most 
when business is worst is followed 
out regularly every year. January 
and February are the _ poorest 
months for White Castle restaurants, 
and that is when the company’s pro- 
motion reaches its peak. This prac- 
tice is consistently pursued although 
White Castle knows that off-season 
advertising will not match results 
from similar efforts during the busy 
months. 

White Castle is uniquely fortunate 
in that its operating system permits 
a positive check on results from ad- 
vertising. A daily inventory, plus 
the fact that each insertion bears a 
coupon redeemable in hamburgers, 


| | SPECIAL OFFER CLICKED 


ypuncen 
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Castle 
SYSTEM, INC. 


allows White Castle to know exactly 
how many people are drawn by each 
advertisement. 

These insertions, each carrying a 
coupon entitling the bearer to five 
hamburgers for the price of two, are 
run once a month during the dull 


“The consumer today is accustomed 
to speed and more and more are 
magazine readers being conditioned 
to this factor. We feel that not many 
of the page-by-page readers of 
will or can miss Sunbeam Shave- 
master advertising.” 


A. E. WIDDIFIELD, 
Advertising Manager, 
CHICAGO FLEXIBLE SHAFT CO. 


This is one of a series of adver- 7 


tisements reporting opinions of 


who are responsible for the adver- 


tising progress shown below. 
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seasons in papers in each of the 14 
cities east of Wichita where Castles 
are located. 

It is interesting to note that the 
company experimented, following 
the success of the five-for-the-price- 
of-two offer, by reducing the pre- 
mium to two free hamburgers with 
a ten-cent purchase, only to discover 
that the response was only about 
half as great as for the three-free 
offer. 

Back of today’s advertising policy, 
which is paying substantial divi- 
dends, lies a long period when regu- 
lar advertising was hardly consid- 
ered, let alone tried. When a cam- 
paign was instituted and tested in 
St. Louis newspapers, results over a 
period of eight or nine months were 
most discouraging. 

White Castle was established in 
1921, but an advertising program 
was first considered in 1930 when 
sales fell sharply. An institutional 
campaign aimed at the “white col- 
lar” class was inaugurated as an ex- 
periment. The company was handi- 
capped in this new endeavor because 
nobody in the hamburger business 
had ever done any advertising and 
there was no precedent to follow. 


Retain Tested Policy 


The failure of this campaign in 
St. Louis in 1932 led to the evolution 
of a new policy, which has remained 
unchanged ever since. Many of the 
features of the experimental drive 
were retained, including the appeal 
to the upper class. A statement to 
the effect that, “U. S. Government in- 
spected beef is the only meat used 
in White Castle hamburgers,” was 
also continued. But with only slightly 
changed copy and one major addi- 
tion, results have been so satisfac- 
tory as to make the company a con- 
firmed believer in advertising. 

The important change was the in- 
troduction of a coupon. White Castle 
realized that this practice would lead 
to many regular customers getting 
free hamburgers when they would 
buy them anyway at the regular 
price and without inducement, but 
enough new customers would be at- 
tracted to a White Castle for the first 
time to make the offer worthwhile. 

That, incidentally, is the basis of 
all White Castle advertising. Get- 
ting new customers in one of the res- 
taurants just once is all that the copy 
aims to do. The company feels, and 
its continued success in the face of 
strong competition proves the con- 
tention, that the quality of the prod- 
uct and the cleanliness of the Castles 


will make new customers if given 
the chance. 


Continuity Brings Success 


But as Maurice F. Benfer, director 
of merchandising and advertising, 
explained to ApverTIsinc AcE: “The 
advertising of the White Castle Sys- 
tem would be just another grave in 
the cemetery of wasted advertising 
efforts if the products and services 
behind that advertising did not live 
up to the responsibility placed upon 
them by continuous exploitation.” 

Mr. Benfer declared, “The White 
Castle System, recognizing that the 
real and ultimate value of adver- 
tising rests in the integrity of 
performance of the advertiser and 
the maintenance or, if possible, the 
improvement of the standard of 
quality of the article advertised, has 
constantly endeavored to improve 
the quality of its product, its me- 
chanical equipment, and its methods 
of service.” 

The reason why White Castle aims 
its promotion at the “white collar” 
class is also illuminating. The man- 
agement discovered during the de- 
cline of 1931 and 1932 that working 
men in factory districts were the 
ones whose patronage was lost. Thus 
the company decided to concentrate 
business-getting efforts on people 
with more liberal or more stable in- 
comes. 

In 1932, White Castle decided that 
it had found the solution to its ad- 
vertising problems as the result of 
successful tests with coupons. 

Having learned how to increase 
sales in the midst of one depression, 
White Castle had a ready answer 
when a gloomy 1938 loomed ahead. 
Sales in 1937 had broken all records 
and resulted in Christmas bonuses 
exceeding $33,000 along with pay 
raises totaling nearly $50,000, but 
dark clouds were seen on the horizon 
of 1938. The result was that the ad- 


McMILLEN CITES 
RURAL MARKET'S 
GROWING POWER 


NEA. Told Farm Output 
Is Key to Recovery 


White Sulphur Springs, W. Va. 
June 21.—Rural America will lead 
the rest of the country back to pros. 
perous times, Wheeler McMillen, edi. 
torial director of Country Home, told 
the National Editorial Association at 
its convention here yesterday. 

Mr. McMillen, emphasizing the 
value of rural markets to advertisers, 
said these sections of the country, in 
years to come, “will lead all America 
to prosperity and purchasing power.” 

Supporting this belief, he said, is 
the basic need of the nation for agri- 
cultural products and the wider va- 
riety of these products now sought 
by industry. 

David Vandivier, manager of the 
Express, Chickasha, Okla., empha- 
sized the need for group action by 
small-city publishers in selling their 
media to national advertisers. Out- 
lining the “Grass Roots Plan,” now 
used by members of the Oklahoma 
State Press Association, Mr. Vandi- 
vier said that with addition of 10 
more states to the 14 now using sim- 
ilar plans “the log jam that is hold- 
ing back national advertising from 
local newspapers will be broken.” 

He advised publishers to concen- 
trate their fire on local merchants, 
rather than attempting to sell the 
national advertisers directly. 

“Sell the local dealer on the 
strength and selling power of your 
paper and let him sell the advertiser 
for you,” he urged. He also empha- 
sized the necessity of modernized 
sales presentations, asserting that 
the space buyer of today is vastly 
different from the space buyer of 
years gone by. The modern space 
buyer, he said, is as equally sold on 
posters, radio and magazines as he is 
on newspapers and is not vulnerable 
to wornout sales stories. 

W. W. Loomis, publisher of the Cit- 
izen, LaGrange, IIl., was awarded the 
Amos memorial plaque, given “for 
outstanding work for the National 
Editorial Association.” 


vertising budget for this year was 
increased over 1937, with excellent 
results to date. 

H. B. LeQuatte, Inc., New York, 
has handled the account for the past 
three years, and David W. Stallard, 
account executive, summed up the 
lesson to be learned from the adver- 
tising history of the White Castle 
System as follows: “Effective and 
properly conducted advertising can 
lead to a tremendous volume of busi- 
ness, and pay for itself through re 
ducing the unit cost of overhead.” 


——e 


e ° 

Hooray! We're Going to Sea 

Photographs have a lure of their own 
in creating travel interest. Not only do 
we have stock photographs at low cost 
to help sell travel but also those to aid 
in the sale of almost any kind of product. 
Write for our catalog of almost 1,000 
stock “'selling’' photographs. We spe- 
cialize in fine studio and location photo- 
graphic illustrations. 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


H. F. Allison A. D. Lighthall 
143 N. Wabash Ave. Chicago. Ill. 
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THE NEW YORK TIMES ANNOUNCES 
A Notable Supplement 


EW YORK WORLD'S FAR 


Sunday, March 5, 1939 


The New York Times rarely issues a supplement devoted to a 
special event-only when there is exceptional mews reason 
for such publication. The New York World's Fair is such an 
occasion. Accordingly, The Times will publish as part of its 
edition of Sunday, March 5, 1939, a notable supplement — 
NEW YORK WORLD'S FAIR. 


The Supplement will have the theme of the Fair itself— 
Building the World of Tomorrow. It will present a preview of 


the Fair and so a preview of the world of tomorrow. 


H. G. Wells, eminent author and social philosopher, will 
write the leading article. Other equally famous authorities 
will be contributors, covering every general division of in- 
terest at the Fair, under such titles as “Machines as Ministers 
to Life,” “Wheels, Keels and Wings for the Future,” “The 


Promise of Science,” and, “Making an Art of Living.” 


In fullcolor, illustrated by outstanding contemporary artists, 
this Fair number will be a striking publication. 


Circulation of The Times World's Fair Supplement will ex- 
ceed 1,000,000 copies. 


Advertisers are invited to ask for full details of the excep- 
tional opportunities afforded them. 


he New Hork Gimes 


"ALL THE NEWS THAT'S FIT TO PRINT” 


Bates SONS 
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HEADWEAR MEN 
SEEK REVIVAL 
OF CAP MARKET 


Joint Promotion to -Start 
with $50,000 Budget 


New York, June 21.—Plans to re- 
vive the market for caps, which ab- 
sorbed a’ volume’ of nearly $45,000,- 
000 annually in the golden ’20s, were 
made public here yesterday when 
Louis Greenberg, president of Cap 
Promotion, Inc., announced a pro- 
motional program involving the ex- 
penditure of $50,000 in the next 
12 months. Advertising in mag- 
azines, newspapers and trade papers 
is scheduled for fall under the direc- 
tion of an agency yet to be ap- 
pointed. 

The promotional drive is the sequel 
to the formation of Cap Promotion 
Inc. about six months ago and is 
supported by more than 300 cap and 
hat manufacturers, together with the 
hatters’ union, textile representa- 
tives, jobbers and other allied inter- 
ests. Hal A. Salzman has been named 
promotion counsel. 


Volume Shrinks in Decade 


Retail sales of caps in 1937 showed 
a dollar volume of about $12,000,000, 
a drop of $30,000,000 in ten years. In 
trying to regain this lost ground, hat 
and cap manufacturers are aiming at 
a double objective: First to revive 
interest in caps for sports and coun- 
try wear among men and boys, and 
second, to combat the trend toward 
“hatlessness” which has been worry- 
ing the industry in recent years. 

Such well known national adver- 
tisers as the Hat Corporation of 
America and John B. Stetson Com- 
pany are among those supporting the 
cap promotion, emphasizing that caps 
are to be advertised not as substitutes 
for hats but for extra wear. Part of 
the promotional effort whch is 
planned will be directed toward the 
stimulation of cap advertising by re- 
tail stores. 

Mr. Greenberg, who heads Cap 
Promotion Inc. is associated with 
Better Made Headwear. Other oft- 
cers are: William Lederer, Fox-Led- 
erer Company, first vice-president; 
Julius Josephs, Hat Corporation of 
America, second vice-president; 
David Prensky, David Prensky, Inc., 
third vice-president; Murray Kupper- 
man, Kupperman, Son & Cantor, 
treasurer; William Perlman, Perl- 
man Brothers, Inc., recording secre- 
tary and Bernard F. Sweet, Cap Tex- 
tile Credit Association, financial sec- 
retary. Among the directors are 
Robert J. Patterson, publisher of Hat 
Life; Samuel Herskowitz, United 
Hatters, Cap and Millinery Workers 
Union; Sol Weinberg, Bulkley, Wein- 
berg & Tormey and Nelson C. Den- 
nis, E. Mattes & Son. 


Rosenbloom Forms 
Agency in Chicago 


Irving J. Rosenbloom, formerly 
account executive with Gundlach 
Advertising Agency, Chicago, has or- 
ganized Irving J. Rosenbloom Adver- 
tising Agency, 400 N. Michigan ave- 
nue, Chicago. The telephone number 
is Superior 3238. 

E. F. Sergey, formerly Gundlach 
production manager, has joined the 
new agency in the same capacity. 
Accounts include Delta Mfg. Com- 
pany, Milwaukee, and Fairyfoot Prod- 
ucts Company, Chicago. 


Callaway to Speak 


John P. Callaway, of Callaway As- 
sociates, Boston, will speak on “Sell- 
ing with Photographs” at the con- 
vention of The Photographers’ Asso- 
ciation of America to be held Aug. 
22-26 at the Stevens Hotel, Chicago. 


Dale Renames Central 


Dale Luggage, Inc., New York, has 
reappointed Central Advertising 
Service, Inc., New York, to handle a 
campaign for the new Sesamee key- 
less combination lock. Louis Britwitz 
is account executive. 


John Clyde Oswald Dead 


John Clyde Oswald, graphic arts 


American Printer, died last Wednes- 
day at his home in Pelham Manor, 


lishing Company, New York, and de- 
spite failing health was active until 
two weeks ago. For ten years he was 
managing director of the New York 
Employing Printers Association. He 
was the author of several books on 
Benjamin Franklin. 


Caffey to White-Lowell 
Paul Caffey, formerly with Ben- 
ton & Bowles and Erwin, Wasey & 
Co., has joined White-Lowell Com- 
pany, New York, as account execu- 
tive. 


expert, and former publisher of the | 


| Group Focuses 


N. Y., at the age of 65. Since 1935 he | 
was connected with the Gregg Pub- | 


Canada Poster 


on Sales Drive 


London, Ont., June 22.—With gen- 
erally improved plant conditions 
brightening the horizon for a major- 
| ity of its members, the Poster Adver- 
| tising Association of Canada, in con- 
vention here last week, looked favor- 
ably upon a proposed advertising and 
| public relations campaign as a group 
| selling effort for the medium. 

It was disclosed that 241 of the as- 
sociation’s 277 plant memberships 
now have a top rating in plant fa- 


cilities, and that the number of 
towns under audit by the Traffic Au- 
dit Bureau has been increased from 
215 to 250 during the year. 

Guest speakers at the conclave in- 
cluded Porter Leach, sales coun- 
selor, and John Paver of the Na- 
tional Outdoor Advertising Bureau, 
both of New York. J. E. McConnell, 
Sr., president, McConnell, Baxter & 
Eastman, outlined the proposed cam- 
paign. 

Mr. Leach emphasized the value of 
case histories on poster advertising 
success as an essential part of any 
promotion campaign for the medium. 
Case histories, giving facts and fig- 
ures as to when and how an adver- 
tiser increased his sales through use 
of posters are invaluable in this type 


of selling, he declared. Mr. Payer’s . 


address included a discussion of the 
extensive work done by the NOAR 
in the United States toward classify. 
ing poster plants as to plant service, 
maintenance and showing. 

H. V. Gould was elected president 
of the association. Other officers 
include O. A. Williams and J, A. 
R. Robertson, vice-presidents; and 
Owen J. Callary, honorary secretary- 
treasurer. 


Messelef to “Camera” 


Harvey Messelef, sales promotion 
manager, Universal Camera Corpora- 
tion, New York, has been named 
Eastern advertising manager of a 
new publication, American Camera 
Trade. 


i 


in adv 


the masses of America. Do 


a 


we miss the common mind? 


bah 
SAF iy ee 


Picture the educational background of the 
millions to whom sales messages are directed. Of the 
82,200,000 U.S.A. adults, only 7,280,000 went to col- 
lege. One-third were graduated. 6,100,000 more who 
finished high school never even started college. 


But now give pause . . . the sheer numbers of the next 
two groups stamp them as the basic educational culture 
of adult America: 49,590,000 U.S.A. adults never went 
beyond grammar school; 15,130,000 more never fin- 
ished high school. These two educational groups, 


MACFADDE 


A GROUP OF FIVE Macfadden pubiications, 
enjoying close editorial kinship, and reaching a homo- 
geneous reader group. . mental and 
economic status. Offered as a single advertising unit, 
guaranteeing 2,200,000 circulation with substantial 
rate economy. Can be purchased and keyed singly or in 


any combination. Each magazine stands on its own feet. 


. in age, sex, 


64,720,000 strong, constitute 78% of the adult 
U.S.A., three out of four, the root and stock of America. 


No manufacturer of nationally advertised volume sale 
products can keep the factory going without this mass. 


No wonder copy writers say “Keep copy simple.” . . . 
But, how about the media list? Does your magazine 
schedule provide adequate coverage of the common 
mind? Or does personal magazine preference color 
appraisal of magazine markets? Look out for uncon- 
scious under-rating and under-cultivation of logical 
markets merely because buyers in those markets are 
culturally worlds apart from you. 


Today’s mass magazine groups are edited with the com- 
mon touch for the common mind. Covers, titles and 
illustrations are paced to the common mind. The stories 
themselves have the sympathetic understanding of the 
common mind. And field surveys confirm negligible 
duplication with more traditional magazines attuned 


to higher cultural levels. 


Increasingly, national advertisers are embracing today’s 
big mass magazine groups to insure adequate coverage 


of the common mind. 


Want more facts on the basic educational culture of the adult U.S.A.? Write nearest Macfadden Women’s Group 


office; 122 East 42nd Street, New York; 333 North Michigan Ave., Chicago; Russ Building, San Francisco. 


boy ln BROUP 


YOUNGER MARRIED WOMEN 


High concentration in the all-important market of younger house- 


wives. 70% of women readers are under 35, 61% housewives. 


. 


*SOURCE: Qualitative Analysis of Macfadden Women’s Group, @ part of the 
Starch Magazine Effectiveness Report, December 1937. 


93% NEWSSTAND SALE 


The highest newsstand percentage of any large monthly medium, 
rechecking sustained reader interest each issue with the news- 
stand repurchase. 
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Names Mackay-Spaulding 


Arfitz Products Company, New 
york, manufacturer of cosmetic prod- 
ucts sold under the trade name 
“alvana,” has appointed Mackay- 
gpaulding Company, Inc., New York, 
to direct advertising and merchan- 
dising plans. A test campaign will 
start immediately in the Dayton 
Herald on Alvana Taneez, a sunburn 
preventive, and Alvana Dainteez, an 
ynder-arm deodorant. 


New Ansul Campaign 


The Ansul Chemical Company, 
Marinette, Wis., inaugurated a news- 
paper campaign June 26 in the Mil- 
waukee Journal to promote sale of 
its colloidal sulphur spray for plants, 
shrubs and fruit trees. The drive will 
continue through July and August. 


Armstrong Buys Plant 


Armstrong Cork Company, Lan- 
caster, Pa., has purchased Whithall 
Tatum Company, Millville, N. J., ac- 
cording to H. W. Prentis, Jr., presi- 
dent of Armstrong. Whithall Tatum 
plants at Millville and Keyport, N. J., 
will continue under the same man- 
agement. Sales forces will be com- 
bined, but no major change in policy 
is contemplated, Mr. Prentis said. 


Ashburner Ad Manager 


James E. Ashburner has joined 
Wedding Embassy Year Book as ad- 
vertising manager. He was formerly 
with Sports Illustrated and Ameri- 
can Golfer, and prior to that was 
sales promotion manager of Toledo 
Scale Company in New York and 
Europe. 


Scull in Coffee Drive 


William S. Scull Company, Cam- 
den, N. J., has launched a large- 
space newspaper campaign for Bos- 
cul coffee in upstate New York mar- 
kets. Ward Wheelock Company, Phil- 
adelphia, is the agency. 


Four A’s Names 
Council Heads 
for Next Year 


New York, June 22.—Election of 
officers and governors of the sec- 
tional councils and chapters of the 
American Association of Advertising 
nounce a contest. McConnell, Baxter | Agencies, for the year ending March 
& Eastman, Ltd., is handling the|31, 1939, were announced yesterday. 
campaign. V. O. Schwab, Schwab & Beatty, 
Inc., was elected chairman of the 
New York Council. B. B. Geyer, 
yeyer, Cornell & Newell, Inc., was 
named vice-chairman, and Everett W. 
Hoyt, Charles W. Hoyt Company, was 


Cord Sponsors Contest 


Canadian automobile publications 
are being used by Cord Piston Ring 
Company, Victoria, B. C., to an- 


Goesle Joins Hackett 


S. Garnett Goesle has joined the 
creative staff of M. H. Hackett, New 
York advertising agency. 


—_—_—— 
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“°Tis education forms the common mind: 
Just as the twig is bent the tree’s inclined.” | 


— Alexander Pope 


EDUUATIONAL BACKGROUND OF 82,200,000 ADULTS 
(total U.S. A. population 18 years and over.) Compiled 
by Macfadden Women’s Group from 1930-1935 statis- 
ties of the Office of Education, U. S. Dept. of Interior. 
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re-elected secretary-treasurer. 

Other council chairmen named 
were the following: New England— 
Ernest V. Alley, Alley & Richards 
Company, Boston, re-elected; Atlan- 
tic—M. E. Goldman, Aitken-Kynett 
Company, Philadelphia; Central— 
Homer Havermale, McCann-Erickson 
Ine., Chicago; Pacific—David M. 
Botsford, Botsford, Constantine & 
Gardner, San Francisco. 

Chapter chairmen elected were R. 
M. Alderman, McCann-Erickson, Inc., 
Cleveland; C. W. Brooke, Brooke, 
Smith & French, Detroit; Edmund 
M. Pitts, J. Walter Thompson Com- 
pany, San Francisco, North Cali- 
fornia Chapter; W. S. Kirkpatrick, 
W. S. Kirkpatrick Advertising Serv- 
ice, Portland, Oregon Chapter; Rob- 
ert E. Grove, Ketchum, MacLeod & 
Grove, Pittsburgh; August J. Bruhn, 
McCann-Erickson, Los Angeles, 
Southern California chapter; W. H. 
Horsley, Izzard Company, Seattle, 
Washington Chapter. 


Lists Additional Officers 


Other officers named were: Rich- 
ard S. Humphrey, H. B. Humphrey 
Company, Boston, vice-chairman and 
Mason L. Ham, Boston, re-elected 
secretary-treasurer, New England 
Council; H. K. Dugdale, Van Sant 
Dugdale & Co., Baltimore, vice-chair- 
man, and W. M. Ecoff, Oswald Ad- 
vertising Agency, Philadelphia, re- 
elected secretary-treasurer, Atlantic 
Council; Kenneth W. Hinks, J. Wal- 
ter Thompson Company, Chicago, 
vice-chairman, and John M. McDon- 
ald, Buchen Company, Chicago, sec- 
retary-treasurer, Central Council; 
Edmund M. Pitts, J. Walter Thomp- 
son Company, San Francisco, vice- 
chairman, and Hunter H. Vinton, 
Gerber & Crossley, Portland, secre- 
tary-treasurer Pacific Council. 

W. <A. Weaver, Griswold-Eshle- 
man Company, secretary-treasurer, 
Cleveland Chapter; Alvin Long, 
Long Advertising Service, San Jose, 
vice-chairman, and Sam Hutton, Er- 
win, Wasey & Co. of the Pacific 
Coast, San Francisco, secretary- 
treasurer, Northern California chap- 
ter; Mac Wilkins, Mac Wilkins & 
Cole, Portland, vice-chairman, and 
M. W. Manly, Botsford, Constantine 
& Gardner, Portland, secretary-treas- 
urer, Oregon Chapter; Fred M. Jor- 
dan, Buchanan & Co., Los Angeles, 
vice-chairman, and T. Russell Paul- 
son, J. Walter Thompson Company, 
Los Angeles, secretary-treasurer, 
Southern California Chapter; War- 
ren E. Kraft, Erwin, Wasey & Co. of 
the Pacific Coast, vice-chairman, and 
Norton W. Mogge, J. Walter Thomp- 
son Company, Seattle, secretary- 
treasurer, Washington Chapter. 


Council Governors Named 


Council governors named in addi- 
tion to officers were: Theodore L. 
Bates, Benton & Bowles, Inc., 
Thomas D’A. Brophy, Kenyon & 
Eckhardt, Edward Lasker, Lord & 
Thomas, and Ted Patrick, Young & 
Rubicam, New York Council; George 
R. Dunham, Greenleaf Company, 
Boston and J. L. Lavin, Lavin Com- 
pany, Boston, New England Coun- 
cil; Rowe Stewart, Stewart-Jordan 
Company, Philadelphia, Atlantic 
Council; Paul Blakemore, Coolidge 
Advertising Company, Des Moines, 
Leo Burnett, Leo Burnett Company, 
Chicago, H. M. Dancer, Blackett- 
Sample-Hummert, Chicago, Maurice 
H. Needham, Needham, Louis, & 
Brorby, Chicago, Guy C. Smith, 
Brooke, Smith & French, Detroit, 
and H. R. Van Gunten, Lord & 
Thomas, Chicago, Central Council; 
August J. Bruhn, McCann-Erickson, 
Los Angeles, and Richard P. Milne, 
Milne & Co., Seattle, Pacific Coun- 
cil; McCulloch Campbell, Lord & 
Thomas, San Francisco, and James 
C. Knollin, Gerth-Knollin Advertis- 
ing Agency, San Francisco, Northern 
California Chapter; Vernon R. 
Churchill, McCann-Erickson, Port- 
land, and John D. Simon, Gerber & 
Crossley, Portland, Oregon Chapter; 
Terrell T. McCarty, McCarty Com- 
pany, Los Angeles, and Philip J. 
Meany, Philip J. Meany Company, 
Los Angeles, Southern California 
Chapter; C. P. Constantine, Botsford, 
Constantine & Gardner, Seattle, 
Raymond P. Kelley, Syverson-Kelley, 
Spokane, Richard P. Milne, Milne & 
Co., Seattle, and William T. Prosser, 
Strang & Prosser Advertising 
Agency, Seattle, Washington Chap- 
ter. 
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ADVERTISING AGE 


June 27, 193g 


NEW INDUSTRIES 
GOAL OF DRIVE 
BY MISSISSIPPI 


Jackson, Miss., June 22.—With a 
$20,000 budget at its disposal, the 
Mississippi Advertising Commission 
disclosed today that it will launch 
an industrial promotion campaign 
July 1, designed to “sell the 
state” by presenting industrial op 
portunities in processing agricul- 
tural raw material to new enter- 
prises made possible by technologi- 
cal advances. 

The industrial drive will be part 
of a broad program, begun in 1936, 
to continue for the next two years 
on a budget of $100,000. Other 
phases of this program are a $12,000 
fund for highway and resort adver- 
tising in national media, $7,200 for 
national publicity promotion and 
$17,500 for an intrastate campaign. 

Advertisements in the industrial 
drive will make a special appeal to 
all new enterprises such as _ the 
manufacture of table tops from saw- 
dust; raincoats from tung nuts; 


starch from sweet potatoes; news- 
papers from pine; plastics from soy- 
beans; auto tires from cotton fibers. 

Slogan for this drive will present 
the state as the “Realm of King 
Chemurgy,” while the campaign 
will emphasize Mississippi as the 
center of the expanding industries 
of the Southeast. 

The new industrial campaign is 
also expected to follow along the 
same lines as the 1937 drive in fea- 
turing state legislation “to balance 
agriculture with industry.” This 
legislation empowers municipalities 
to build factories for new enter- 
prises. 

As a follow-up for inquiries re- 
ceived in the drive the Advertising 
Commission and the State Indus- 
trial Commission will collaborate in 
the preparation of booklets and 
other direct mail literature carrying 
out the theme of the advertising. 


Gas Tax Revenues Rise 


Improved highways throughout 
the state have served to increase 
that part of the budget devoted to 
highway and resort promotion. Suc- 
cess of the earlier drive is attested 
by the fact that an advertising ex- 
penditure of $6,000 figured promi- 
nently in the $400,000 increase 
shown in gasoline tax receipts dur- 
ing the first quarter of 1938. Even 
greater increases are expected now 


CUTS BIRTHDAY CAKE 


Washington 


publisher, 
Post, hacks out a piece of the paper's 
fifth anniversary birthday cake as Felix 


Eugene Meyer, 


Morley,. editor, looks on. Although 61 
years old, the paper came under its new 
management in 1933. 


that the highways are completed. 

Like other phases of the complete 
program, the intrastate drive will 
build upon its previous success. A 
considerable factor in this drive is 
the $125,000 offer of space annually 
by newspapers in the state. Copy 
will continue to feature the cartoons 
titled “It’s a Fact,” and a series of il- 
lustrated stories on present and po- 
tential developments. 


Curt Teich Exhibits 


Curt Teich & Co., Inc., New York, 
opened a display of lithographed ad- 
vertising post cards last week at the 
Roger Smith Galleries, New York, to 
continue to July 1.’ The display rep- 
resented more than one hundred in- 
dustries and demonstrated the appli- 
cation of this medium as direct sales 
promotional material, dealer helps, 
package inserts, and envelope enclo- 
sures. 


Gets Beech-Nut Gum 


Newell-Emmett Company, Inc., New 
York, has been named by Beech-Nut 
Packing Company, Canajoharie, N. Y., 
to handle advertising of the candy 
and gum divisions. The agency has 
directed the food advertising of the 
company for the last year. A cam- 
paign, using newspapers, magazines, 
and outdoor, will be released after 
Oct. 1. 


Agency for Nix 

National Laboratories, New York, 
has appointed Cole & Co., Memphis, 
to direct the account of Nix, cream 
deodorant. Newspapers and business 
papers wili be used. Harry Cohn 
has joined the agency as radio ac- 
count executive. 


Thomas to Agency 
Jack Thomas, formerly advertising 
manager of Anheuser-Busch, Inc., has 
joined Earle A. Buckley Organiza- 
tion, Philadelphia. 


« 


\ 


~ 


by 
3 2) 


Bae OHS ETS TOY 
a9 8 We yes 


by See RAE 


t 45. .s s! ND ANE S827 tN te ey £9 DLL GN SEN 09 sharia ¥ 1¥ 
ROE ARR ARSC eke ee aero 
RA Fahy wh SS Lae A Ae Ln Or dette alah UW TE LD 


f 
3 


ALERT ... 
McGraw-Hill Publications «© 330 West 42nd Street, New York, N. 


NEW Top/ 


ACCURATE ... 


~~ Z 
Ay “‘DON'T WORRY, wE'LL GET A 


NEW TRUCK. THEY JUST WANT 
TO BE SURE, THAT'S ALL!" 


Business executives, always important in com- 


pany buying, need a lot of extra convincing 


before they authorize expenditures today. 


They are buying—there’s no doubt about that. 


But they are examining purchase requisitions 


closely, exercising careful discrimination be- 


tween those things which must be bought now 
and those which may be deferred. To get 
the order, you’ve got to sell them harder. 


TO ADVERTISERS: BUSINESS WEEK SELLS EXECUTIVES 


With more than 100,000 paid subscribers, a proved readership of 3.7 men 
per copy, Business Week’s audience is increased to over 370,000 and reaches 
more executive readers per advertising dollar than any other general mag- 
azine or general business magazine. Business Week sells the men you’ve 
got to sell, come good times or bad. 


EK 


AUTHORITATIVE 


RANA GSEOER 
“en! Skea > hedn 


THE EXECUTIVE'S 
BUSINESS PAPER 


BUMPER YIELD 
BRINGS RECORD 
SUNKIST DRIVE 


Los Angeles, June 22.—Expansiog 
of advertising and merchandising 
plans for all sales divisions during 
the summer has developed the heayj. 
est Valencia campaign in Sunkig 
history, it was announced this week 
With the Valencia crop promising 
to be the peak crop in the California 
citrus industry, the California Fruit 
Growers Exchange has approved ap 
extra assessment of two cents a bor 
on Valencia oranges, bringing the 
estimated appropriation for Valep. 
cias to approximately $1,000,000. 

Present estimates for this season’s 
Valencia crop indicate a total Calj. 
fornia-Arizona supply of 25,536,128 
boxes; from all areas, 27,844,825 
or almost enough for one boy 
per family for every family in the 
United States. The crop of the Ex. 
change is expected to constitute 
about 69 per cent of this total. 

Radio advertising has been ex. 
tended to include 18 broadcasting 
stations, a comprehensive group of 
national consumer magazines and 
newspapers has been scheduled, and 
a considerable amount of trade pa 
per advertising. The campaign opened 
with a full page color advertisement 
in the May 22 issue of The American 
Weekly with “Record Crop” and 
“Freshness” as copy keynotes. (Cob 
lier’s carried a color half-page last 
week; Time a two-column black and 
white page, and Look a half-page. 
Liberty will carry a two-column roto- 
gravure insertion June 29. Full color 
pages have also appeared in the New 
York Daily News, the Philadelphia 
Inquirer, and the New York Mirror. 

Secondary copy angle of the Sun 
kist campaign is “dental health,” the 
results of a recent questionnaire 
among dentists that brought an as 
serted response of nine out of ten 
dentists who prescribed orange juice 
for treatment and prevention of den- 
tal ailments. 


Four for Mackenzie 


Mackenzie, Inc., Minneapolis, has 
been appointed to handle advertising 
of Gladness Bakeries, Inc., Minne 
apolis, Des Moines, and Milwaukee; 
Pearson Candy Company, Minne 
apolis; Memmleburg, Inc., St. Paul; 
and Norris Creameries, Minneapolis. 


Monsanto to Gardner 


Monsanto Chemical Company, &t. 
Louis, has appointed Gardner Adver 
tising Company, St. Louis, to handle 
advertising of all Monsanto chemical 
products, including Fiberloid, the 
plastic division. Mrs. Erma Proetz 
is account executive. 


Gets Clutch Account 


Twin Disc Clutch Company, Re 
cine, Wis., has appointed Spencer W. 
Curtiss, Inc., Indianapolis, to handle 
its advertising. Business papers and 
direct mail will be used. 


az Soll 


Where Food Jobbers 
Sell Their Goods 


®@ KLZ covers and is an 
effective sales influence 
throughout the Denver 
Wholesale Grocery = 
Trading Area...makes~ 
selling easier for job- 
bers ... quickens sales 
for advertisers. 


URL 


DENVER 


REPRESENTATIVE — THE KATZ AGENCY, In 


- 
a 
\ 
a 
— 
ts 
- 


it e> Sake: € ‘ es : ma Be ets — < eed = hee eet 8 
} - 
- vy ‘ 
8 a ee a 
LR A ES nena o_O = 4 
| P 2 
| LL | es > = 
ee. _—. Bose 4 Z ; « 
Ben ae oe ey ee 3 * + “- . : . 
> ; yee | a 
ae . i Lg : or et 4 3 
; ae : be im Es q 3 
it | BK. & es . 4 
zs i . \ § been Z ’ ° ” 
. 2 i : | | 5 : 
| — — - | 
| a aie - | “3 . 
ae i hee \s caer tas | <a, Mea | B = 
‘ soe | Q\ ; od ’ aie %, “9 ag 
vies’ pss if | 2 * 
CS Bi cea a 
a ie cea Z ‘Z 
‘a 7 
ere —C—“C;sSCSCis = = . a 
der ae : 
eager 23 ] 
of we SF i a % 
MR . a 
Si ro ae 3 fe « 
one 
Siaas | 
ee ree | | | r 
Nemes 
ee a 
; ne , 
aos Seay D ooR a { YES. 
| TR: p\® | yes! 
Sy ¢ ve 
; cx ON CO FE | aL ’ : 
7 . > > : 
eee OL) 
eae (ee). 2 sy 
ae a ‘ | jie 
i : ¢ Cs g 
Po eee \ —]  saaaeeneee 
ee pene ——- A — fe A rm P 4 i 
ee rato sin —— . 
TY ee 4 
: pore ae eat oe ik = = 
ne ee bie ee ' 
as api cab 0k ee ee BS 
i aed . ile : Ligsie’ ectley ae Pas > s > Sama a 
Bis om ! q (: . . ie see + y 
— Bert ee 
RE rah Bas SEE BSCS = 
Ree cb ae le aie 4 Vis *s - 
BREE Ls Pn Tee Maes ESTE DET eh -, 
1 aaa ow as het Sogn Al a J 
*oete eae e 5 oy ee “pt vs F Bae ee . a ay 
ee ise : ela tat ps si CA ‘\ ity 
aoe Aa SEES Bia 133 a AC oe hs . 
2 ely Oa Rea Al alll mnenenneriie g 
ita een a PSOE Witt eys > | ¢ S 
i .- See ROR tee 4 
as ae Rast ate Soe" 
fei i ‘ = Sf th tee ry) as . a ama ae . pay deg): ; i " » ts 4 YA sy 5 : 
a : or Hy seer y ye 6 *“ ihe Per rey sy 3 PRG E20 CSOrey Ne RA bm Ce, ? bean es a : 
mT? Ses cy sil eR ea oI Bee uy Nee Bh 4 iE 
jie WE: a 
wee eee ii & { : 
wate. ty A: ia _ § 
er Mike, oe f ee. a 
ean & - it —&§ 
ee re iat j 
Puan tc! i " im. iy 
eee ied: Ad me 6 
as ar es 4 Nei 
| 5 A _ 
AY) t = t 
Fo ; as — . 
ce ‘) ihe) : 
{oe nt 1H i 
Ste om a 1A a 
eae Af 4 \ ee i 
Paar.” fh ay 4 ’ 
a ee , ees 
Poi: ‘al Nass 
Baas | As rl . i 
Ses ayy RG e a 
eee * MEAS lene me yf 
age ae FR MARNE NOS UOET Sg Roca fae lene TRA Bat DEN PASE Re ee aa — | 
F Are uae wise RN _ 
a ee Oy BEES ane Reet ELE Tee eA EEE SAAT TOE Rete oN E CY AA SSE - 4 
pe i Sl eee ae! 
page Tage ase care : e ; 
ES ie “ z 
Bid a ‘ i os 
: & ea ; 
vette, - a a 
‘ wr. ~ 
ee a “4 - 
; & . he ] ; | 
Bia me esd F , 
ton ies * - Y : 
Sop eos Bate A | 
oe ae oe . 4 
Pe a is Gi eps ee pie | } oe re ee a tm Re Oe Ye sn Sil stoi asiactees cacag cs pe eee 
iets a a ee he Say Re es We nae gre MONT ae ge CTS es 


@ When any advertiser with the standing of the Seaboard Air Line 


Railway reports that a controlled test of rotogravure proved the medium 


outstandingly productive, it is significant... but no more so than are 
the conclusions to be drawn from the fact that in every other classifi- 
cation advertisers of similar standing have tried rotogravure and shown 
their unqualified approval of it by scheduling more space. Compos- 
ing this group are 92 drug and cosmetic; 28 women’s wear; 22 house- 
hold supply; 51 jewelry; 5 men’s wear; 2 financial; 4 publication; 11 
automotive; 9 tobacco; 10 house furnishing; 10 building supply; 42 
food, and 11 other travel and resort advertisers. In all 262 institutions 
whose names torm a blue book of American industry have proved that 
they can “‘do it better in rotogravure.’’ For the story of one of these 


see the next page. 
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ADVERTIS 


‘ASININE’, SAYS 
CALVERT HEAD 


lays Blame on Over-Regu- 
lation of Industry 


New York, June 21.—The future of 
the liquor industry depends upon 
gaining an affirmative answer to the 
challenge, “Can you drink and still 
pe a gentleman?” William W. Wach- 
tel, president, Calvert Distillers Cor- 
poration, told the Sales Executives 
Club of New York today. 

Declaring that the liquor industry 
is more regulated than any other 
pusiness, Mr. Wachtel admitted that 
today’s liquor advertising is “asin- 
ine,” but said that excessive regula- 
tion is the cause. “Every bit of ad- 
yertising a distiller does, even down 
to the most insignificant poster, 
must be submitted to Washington in 
advance of publication,” he said. 

The speaker characterized his 
business aS an industry “with an en- 
lightened perspective, keenly aware 
of its social responsibilities.” Mod- 
eration in drinking is the desire of 
all thinking men in the trade, he said, 
and educating the American public 
to the conservative consuming habits 
practiced abroad is one of the indus- 
try’s major problems today. 


Can Double Sales Without Youth 


“If it were possible to prevent all 
women and every person under the 
age of 30 from ever drinking, and 
substitute instead daily consumption 
by all others of only one ounce of 
alcohol per day, our industry would 
be doubled,” he said. ‘The support 
of drunkards and others who over- 
indulge is neither needed nor de- 
sired.” 

Mr. Wachtel declared that liquor 
interests are strong supporters of 
fair trade. The Robinson-Patman act, 
in his opinion, is a step in the right 
direction, but many manufacturers 
fail to adhere to its provisions. He 
quoted Supreme Court Justice George 
Sutherland to the effect that price- 
cutting is, in the long run, harmful 
not only to producers and distribu- 
tors but also to consumers, since this 
practice leads to price wars with dis- 
astrous effect on profits and employ- 
ment. 

Returning to his central theme of 

“social drinking” as opposed to over- 
indulgence, the Calvert executive ad- 
vocated the formation of “modera- 
tion councils” in each community. 
These groups, admittedly wet, would 
seek to spread the moderation 
gospel, and to insist on strict en- 
forcement of all liquor laws. 
The American practice of “measur- 
ing last night’s good time by the size 
of this morning’s head,” is one of 
the serious obstacles which the in- 
dustry must overcome if it is to 
Progress, he said. 


New England Outdoor 
Men Choose Donnelly 


, Edward C. Donnelly, Jr., president, 
— Donnelly & Sons, Boston, has 
— chosen president of the Outdoor 
dvertising Federation of New Eng- 
oe comprising the outdoor adver- 
sing association of six New Eng- 
and states. Other officers were 
Named as follows: 

p Secretary-treasurer, Carl Burrell, 
rovidence, R. I.; vice-presidents, Ed- 
Ward Cahill, Springfield, Mass.; 
Thomas R. Burrell, Fall River, 
ee’ Roy W. Moore, Waterville, 
“¢.; John F. Murphy, Bridgeport, 
°nn.; William H. Partlan, Manches- 


ter, N. H.: an 4 
lington, > d Justin B. Kelly, Bur 


Push Saratoga Track 
wi wSPAapers, magazines and radio 
a be used by Saratoga Raeing As- 
: ation during August. The sched- 
mo for insertions in papers 
pe ‘in a 50-mile radius of the track 
Hor in Country Life, Horse and 
en The New Yorker, Spur 
=a dhe and Country. Dramatized 
on uncements will be placed on six 
ve ern stations. Some outdoor post- 
at are also planned. Leighton & Nel- 

Schenectady, N. Y., is the agency. 


The legality of the municipal ad- 
vertising tax law passed by San An- 
tonio, Tex., has been upheld by the 
Texas Supreme Court. The amend- 
ment to the charter providing for a 
tax to advertise the city was orig- 
inally sponsored by members 0: the 
San Antonio Advertising Club, which 
is represented on the mayor’s adver- 
tising commission. 


Releases Candy Data 

Bureau of Foreign and Domestic 
Commerce, Washington, D. C., has 
just issued a study entitled, “Confec- 
tionery Production and Distribution 
in 1937.” Data covers both distribu- 
tion and production trends in the 
field. Copies may be secured from 
the bureau’s headquarters or from 
any district office. Price is ten cents. 


Aims New Blow 


at Loss Sales 


Springfield, Mass., June 21.—Con- 
tinuing its war on “loss leader” sales, 
Massachusetts this week broadened 
the scope of a law passed last year 
outlawing the sale of trade-marked 
merchandise below cost, by requiring 
merchants to add six per cent to the 
cost of goods “to cover business ex- 
pense.” 

The latest measure, just signed by 
Gov. Charles F. Hurley, defines the 
advertising or selling of merchan- 


alty of imprisonment, fine or both. 


Weigh Dairy Drive 

A joint committee representing 
dairy interests in Wisconsin, Minne- 
sota and Iowa has been appointed to 
discuss the possibilities of a joint 
advertising campaign to promote the 
farm products of the three states. 
According to Ralph E. Ammon, act- 
ing director, Wisconsin Department 
of Agriculture and Markets, a report 
will be prepared in the near future. 


Gillespie Resigns 
H. G. Gillespie, president, Cincin- 


nati Advertisers Club, has resigned | 


as advertising manager of P. H. 


| Davis Tailoring Company. 


B yune 27, ING AGE We | s 
DRINK APPE ALS Texas Ad Tax Upheld | M. assac h usetts we cal ceie eal po Doering Heads Ad Men 


H. G. Doering, advertising man- 
ager, Truscon Laboratories, Detroit, 
has been elected president, Industrial 
Marketers of Detroit, succeeding E. 
C. Howell, advertising manager, Car- 
boloy Company. Other officers and 
directors elected are: vice-president, 
Frank J. Enright, A. F. Holden Com- 
pany; secretary-treasurer, L. R. Viv- 
ian, Ditzler Color Company; direc- 
,tors, John Tebbins, P. R. Mallory 
Company, one year, and Tom Moule, 
Ex-Cell-O Corporation, three years. 


Woolsey With “Voter” 


Warren J. Woolsey has been ap- 
pointed advertising manager of Voter 
Magazine, New York, coming from 
Mardian, Stein & Woolsey, adver- 
tising agents. 
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POWERFUL COPY 
BUILDS CULT OF 
‘MAIL MESSIAH 


Psychiana’s Money -Back 
Offer Gets Em 


By WILLIAM P. GRAY, JR. 

Moscow, Idaho, June 22.—Dr. 
Frank Bruce Robinson, founder of 
“Psychiana,” the world’s only 
‘“‘money-back-guaranteed mail-order 
religion,” today counted another 
milestone in the development of an 
advertising program which has 
stamped him as probably the most 
unorthodox—and one of the most 
successful—advertisers in the world. 


Now Solicit His Copy 


Newspapers have begun to solicit 
his copy for the first time in the 
10 years of “Psychiana’s” existence, 
and one network of 25 stations is 
among the radio outlets now pre- 
senting his programs regularly, he 


SELLING RELIGION 


‘MAN CAN NOW 
TALK WITH GOD 


— Says Noted Pi ychologist 
Yoo Teaching which is bringing new life to « spiritually dead world 


“PSYCHIANA” 


AGE in an exclu- 


told ADVERTISING 
sive interview. 
In the decade since “Psychiana’s” 
fantastic beginning in this univer- 
sity town of 5,000 people, there has 
never been a notable change in the 
original display copy which Dr. 


Robinson himself prepared. Its 
boldface headline announced: 

“MAN CAN NOW TALK WITH 
GOD.” 

The rest of the copy includes the 
frank statement that “Jesus had 
NO MONOPOLY” on the power be- 
hind “His so-called ‘miracles’,” but 
that this same power “can be used 
by anyone—AT ANY HOUR OF 
THE DAY OR NIGHT.” 

Exuding self-confidence, and lik- 
able in the nth degree despite an 
apparent lack of professional mod- 
esty, Dr. Robinson proudly calls 
this advertisement “the greatest 
piece of advertising copy ever writ- 
ten.” 

He spends between $60,000 and 
$100,000 a year to place it in some 400 
newspapers and about 50 magazines, 
he said. It brought him $400,000 
worth of business in 1934, his big- 
gest year, and will bring him ap- 
proximately as much in 1938, he es- 
timated. It has brought him more 
than 500,000 “Psychiana” students 
since the day he borrowed $500 to 
start an advertising program in 
1928. They are scattered through 
67 countries of the world—from 
Nigeria to Norway, from Siam to 
Scotland. 

“A revamping of the copy never 
pulled within 50 per cent of the 


point. 


three. We were fourth. . 
the offer was made. 


Listeners were invited to ask for a picture of the cast of the “YOUNG WIDDER 
JONES” show. WMC, with 5,000 watts, pulled 14,724 requests . 
WSB’S 16,032 requests 


But we feel mighly good about it. Because, after all; it means that WMC, 
with 5,000 watts, finished fourth to WLW’s 500,000 watts first place. In other 
words, we pulled results that are practically-equal to those obtained by one 500 
kilowatt station and two 50 kilowatters. Which brings up a mighty interesting 


country today ; in 


_& topped us in mail received on the recent offer made on the “YOUNG 
WIDDER JONES” program for California Syrup of Figs. You finished one, two, 


fourth out of the 34 stations through which 


And this is the big news. WMC was first on the list of 34 in cost 
per inquiry! It cost California Syrup of Figs only .008 plus cents per 
inquiry to reach these writers-in on WMC. And that’s where the scor- 
ing really counts. On the basis of results produced and cost for ob- 
taining them, WMC lead the entire list. 


And that, we feel is something to crow abcut. So pardon us if we say, based on 
these facts presented, we’re proud to offer the biggest radio time buy in the 
ne of the brighest spots on the nation’s business map 


For further details of this amazing story in mail pull- 
ing, write WMC, Memphis. 


These results are certified facts, furnished us by the spon- 
sor’s advertising agency. 
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DR. ROBINSON OF PSYCHIANA AT WORK 
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crude ad I originally drew up,” he 
declared. “One Chicago agency that 
wanted my business agreed to pay 
$750 for one insertion of an ad they 
drew up. I agreed to give them my 
account if their ad pulled as well 
as mine. It drew 40 replies. My 
original copy draws as high as 1,800 


replies in the same magazine. I 
never heard from the agency 
again.” 


For his purpose, he has discov- 
ered that detective story magazines 
invariably bring the highest re- 
turns. Love stories are “not so 
hot.” In newspapers he likes to be 
near the comics. Unlike many ad- 
vertisers, he insists on a position 
in the back part of both magazines 
and newspapers, because, he ex- 
plained, “if a reader is interested 
enough to go that far, he’s inter- 
ested in what I have to say.” 

The “Psychiana” saga began in a 
drug store in Moscow where big, 
friendly Frank B. Robinson, at the 
age of 42, was earning $175 a month 
as a registered pharmacist. Once or- 
dained as a Baptist minister in 
Toronto, he had never preached, 
though he did previously beat a bass 
drum in the Salvation Army. 

His religious philosophy developed 
during the years he was a drug 
clerk in Portland, Ore., and crystal- 
lized into writing after he came to 
Moscow. He borrowed $500 from a 
grocery clerk to start propagating 
the doctrine, as yet unnamed. 


Refuse His Copy 


With $400 of this in his pocket, 
he went to a Spokane, Wash., 
agency and asked them to insert the 
copy he presented in Psychology 
magazine. They refused, advising 
him, ‘We don’t want to lose money 
for you.” 

Other agencies advised him the 
copy was “mechanically imperfect,” 
“contained no advertising message 
at all’ or that it was “the crudest 
piece of advertising ever written.” 
Among other things, the coupon was 
at the top left. He placed the copy 
for himself, and, it drew 2,852 re- 
plies. 

Among those replying was one 
Geoftrey Peel Birley, an English cot- 
ton importer at Alexandria, Egypt, 
who sent his picture. In a dream 
that night, Robinson thought he 
saw Birley making mystic motions 
over a corpse, explaining, “This is 
Psychiana, the power that will 
bring new life to a spiritually dead 
world.” 

The next day, Dr. Robinson says 
—and he admits the story makes 
him sound “nuts’—he adopted the 
name “Psychiana” and wrote Bir- 
ley, “You are to be associated with 
me in this business. Please send 
$40,000.” Two weeks later, a Spo- 
kane bank telephoned him that 
$20,000 had arrived, and $20,000 
more was due the next week. Sub- 
sequently he borrowed another $35,- 
000 from Birley, and is still paying 
it back. 

The development of ‘“Psychiana” 
from that point on has been largely 
a process of advertising and pro- 
motion, in the course of which the 
Federal Trade Commission has 


more than once investigated and ap- 
'proved the Robinson mail-order re- 


ligion and its 
ing power.” 

Three agencies have handled the 
“Psychiana” account, their princi- 
pal task being the buying of space. 
For the past five years, the Izzard 
Company, Seattle, has been the 
agency. It recently produced a ge- 
ries of 14 transcribed radio pro- 
grams, “Flashes of Truth,” 15-min- 
ute word-trips to Dr. Robinson's 
home in Moscow, where the inter- 
rogator invariably finds the ‘Psy- 
chiana” leader “at the console of 
the 800-pipe Wurlitzer organ which 
is installed in the basement of his 
home.” The recordings were made 
in Seattle. 

The Mutual-Don Lee network on 
the Pacific Coast recently started 
using the program at 10:45 a. m. 
Sunday mornings. It is Dr. Robin- 
son’s plan to use the same series 
over again when the 14 broadcasts 
are complete. An Iowa network, and 
individual stations as far west as 
Honolulu are using the same series. 

The programs are still eyed with 
disfavor by some stations, however. 
KGW-KEX, National Broadcasting. 
Company’s Portland outlets, recently 
turned down the series. 

“Psychiana” courses for begin- 
ners (20 lessons) cost $20, includ- 
ing an examination and as many 
personal letters from Dr. Robinson 
as the student asks for. Advanced 
courses, 10 and 40 lessons, sell for 
$10 and $50 respectively. The in- 
stalment plan is an essential part 
of the Robinson business technique, 
and he now makes _ preliminary 
courses available at $1 down and 
$2.25 a month (total $28). Average 
collections by mail are about half 
of this. 

With amazing frankness, Dr. Rob- 
inson points out in his radio pro- 
grams that “Psychiana’s” material 
rewards have been many for him. 
He owns the two-story _ brick 
Psychiana building here, three 
pharmacies, a modern office build- 
ing for doctors and lawyers, and 
the largest circulating newspaper in 


(Continued on Page 23) 
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Branch Plants or Offices 


Atlantic Electrotype & 
Stereotype Co., 
228 E. 45th St., New York 


Northern Electrotype Company 
41 Burroughs Avenue, Detroit 


Hoffschneider Bros. 
500 Howard St., San Francisco 


Philadelphia Mat & Plate Co. 

243 N. Juniper St., Philadelphia 

Chicago, 400 North Michigan 
Ave. (Wrigley Bldg.) 


Atlanta, Rhodes Haverty Bldg., 
134 Peachtree Street 


WORLD'S LARGEST MAKERS 
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OIL STATIONS 
PUSH AHEAD AS 
TIRE OUTLETS 


Rank Improved Last Year 
Despite Sales Lull 


Akron, June 22.—Oil stations sold 
42 per cent more tires in 1937 than 
in 1936, a gain in unit sales out- 
ranked only by the chains, according 
to a survey of tire sales for 1936 and 
1937 by Dr. W. W. Leigh, chief of 
the commerce department, University 
of Akron, which appeared today in 
Tire Review. Total tire replacement 
sales were 29,600,000 in 1937, a drop 
of 200,000 from the 1936 total. 

Dr. Leigh cited the oil companies’ 
increase in tire sales as the most 
significant shift taking place in the 
tire field during the last few years 
and also emphasized that manufac- 
turers’ brands have recently scored 
gains in some outlets while private 
prands were holding fairly stable in 
contrast to the trend shown in the 
late 20’s and early 30’s. 

Oil companies last year sold ap- 
proximately 4,890,000 units or 16.5 
per cent of the 29,600,000 tire replace- 
ment units sold through all distribu- 
tive outlets. This, Dr. Leigh said, is 
in contrast to the 400,000 tire units 
sold by oil companies in 1929. At 
present, he added, some 32 of the 50 
major oil companies sell tires through 
more than 75,000 outlets. 

Dealers accounted for 15,380,000 
units in 1937, a drop of 3.4 per cent 
from the 1936 figures. Referring to 
this decline, Dr. Leigh said that this 
group of outlets includes primarily 
contract stores and associate dealers 
and many miscellaneous outlets with 
small annual volume. Volume lost 
by this group, he said, has shifted to 
new small outlets such as chain asso- 
ciates, oil stations and others. 


More “Independents” Now 


Much of the independent dealer 
volume, he asserted, is now classed 
as that done by filling station opera- 
tors and associated stores of the 
chains. This, in the case of the fill- 
ing station operators, has been 
brought about by adoption in the 
petroleum industry of the Iowa plan. 
As a result of this, he added, many 
filling station operators are now deal- 
ing with tire manufacturers direct 
rather than through the company 
supplying them with gasoline and oil. 

Sales of private brands increased 
1.1 per cent during 1937 to account 
for 25.1 per cent of total unit sales. 
Increases in private brand sales 
through chain stores accounted for 
this gain, while manufacturer brands 
gained 8.8 per cent in sales through 
filling stations. 

Dr. Leigh indicated that manufac- 
turer brands would continue to hold 
their own against private brands, 
unless influenced by a strong price 
market or a dealer program of price 
fixing which, he said, “would unques- 
uionably further private brand sales.” 

Declines in tire sales during 1937 
as compared with 1936 were shown 
by manufacturer-owned stores and 
department stores, the percentages 
being 5.2 and 1.8, respectively. Co- 
Operatives showed a gain of 5.8 per 
cent, although accounting for only 
05,000 units. Factory direct sales 
also increased 1.1 per cent. 

Effective merchandising — credited 
as largely influential in the gain 
shown by filling station operators— 
rather than shifts in basic economic 
conditions or innovations in market 
techniques will be the decisive fac- 
tor in tire sales of the immediate 
future, Dr. Leigh concluded. 


Tope in Promotion Post 


Case - Sheppard - Mann Publishing 
Corporation, New York, has ap- 
pointed C. Foster Tope to the sales 
and promotion staff of Electricity 
on the Farm. He was formerly busi- 
ness manager of Electrical Ruralist, 
Cleveland, and also served with Elec- 


rte Light & Power and Electrical 
ealer, 


Australians 


Gladly Borrow 
U.S. Technique 


New York, June 21. — Australian 
newspapers and magazines follow 
closely the advertising pattern estab- 
lished by American publications, 
Walter L. Bomer, vice-president, 
Bristol-Myers Company, told _ the 
luncheon meeting of the Export Man- 
agers Club of New York last week. 

So closely do Australian publishers 
seize upon successful promotional 
methods developed in this country, 
that no sooner are new copy appeals, 
such as cartoon strips, inaugurated 


here than they appear on the other 
side of the world, Mr. Bomer re- 
vealed. 

Australian advertisers are particu- 
larly adept at window display tech- 
nique, and “down under” stores 
equal, and in some cases surpass, 
anything in that line done in the 
United States. 

Mr. Bomer spoke extemporaneously 
following the annual meeting of the 
club at which Harry A. Clark, E. I. 
du Pont de Nemours Company, was 
elected president. Other officers are 
H. L. Gemberling, Sherwin-Williams 
Company, first vice-president; J. T. 
Wilson, International Business Ma- 
chines Corporation, second vice-presi- 
dent; Oren O. Gallup, Faultless 
Caster Corporation, secretary; and 
M. C. Reichert, Howe Scale Com- 


pany, treasurer. Directors chosen to 
serve three years were George F. 
Shaw, Henry K. Wampole & Co.; and 
James C. Tweedell, York Ice Machin- 
ery Corporation. 


Joins Moore Agency 


Edwin C. Whittemore has joined 
H. L. Moore Company, Boston, as 
account executive. He was formerly 
sales manager of Draper - Maynard 
Company, Plymouth, N. H., and more 
recently general manager of Cosmos 
Chemical Corporation, Boston. 


Kenvyn to Advise 


Ronald Kenvyn has joined J. W. 
Marsh, business consultant, Vancou- 
ver, B. C. He recently retired as 
managing editor of the Vancouver 
Province. 


“Sarasota Herald” and 


“Tribune” in Merger 
Consolidation of the Herald and 
Tribune, Sarasota, Fla., was an- 
nounced last week by David B. Lind- 
say, publisher of Indiana newspa- 
pers, and president of the new com- 
pany. 

A combined paper will be issued 
from the plant of the Herald Sun- 
days and evenings during the sum- 
mer. In the fall, the Herald will re- 
turn to the morning field and the 
Tribune to the afternoon. 


Arnold to WTMJ 


Ray Arnold, who has been with 
the Milwaukee Journal for many 
years, will join that paper’s radio 
station, WTMJ, July 5. He was for- 
merely with Critchfield & Co., Chi- 
cago agency. 
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Decency Becomes an Issue 


The Advertising Federation of 
America adopted a resolution at its 
convention in Detroit which deserves 
consideration because it is the cul- 
mination of a series of events which 
should give advertisers and pub- 
lishers pause. The resolution § ex- 
pressed opposition to “that relatively 
small amount of advertising which is 
misleading or indecent and that ob- 
noxious type of ribald publications 
which have sprung up recently.” 

At the same convention Father 
Charles E. Coughlin denounced in- 
decencies in advertising art and in 
publications, as well as protesting 
against those which create racial or 
religious discord. And Roy E. Dur- 
stine, head of Batten, Barton, Dur- 
stine & Osborn, gave humorous but 
effective attention to publications 
which have used “the technique of 
the burlesque house or the lowly 
peep-show” as part of their editorial 
formulae. 

Attempts to suppress publications 
because of their editorial content, ad- 
verse reactions from advertisers be- 
cause of sensational articles depict- 
ing the more vicious and degrading 
phases of human existence, cam- 
paigns by organizations formed to 
fight indecency in the advertising or 
editorial contents of periodicals—all 
these are straws in the wind which 
show the trend of public opinion and 
should serve as significant omens of 
how that opinion may make itself 
felt in the future. 

While the issue of decency is 
raised as a moral question, it should 
be regarded by advertisers and pub 
lishers as a question of social stand- 


Business Better 


Business men have been singing 
the blues for a good many months, 
and it is beginning to look as if senti- 
ment has become considerably worse 
than business itself. The people who 
have their finger on the pulse of 
things and try to reflect economic 
changes in the demand for securities 
have decided that unfavorable as- 
pects of the situation have been 
overdiscounted, and that favorable 
factors have not been properly em- 
phasized. Hence the stock market, 
after drifting lower for months, has 
suddenly rebounded. 

The Brookmire Corporation, one of 
the most highly regarded sources of 
information on economic and’ busi- 
ness trends, sees a variety of ele- 
ments which are making for immedi- 
ate business improvement. Economic 


{ 


| 


ards, which they must meet if they 
are to have the necessary degree of 
public acceptance. 


Times change, and _ standards 
change with them. A generation ago 
a girl in a one-piece bathing-suit 


would have been decried as indecent; 
today she is accepted as common- 
place. Twenty-five years ago few 
women who prized their reputations 
would have smoked in public; today 
the cigarette has excellent social 
standing with both sexes. The gen- 
eral use of cosmetics and widespread 
tolerance of public drinking by 
women are likewise examples of so- 
cial changes in regard to matters 
which many generations have con- 
sidered as moral questions, but which 
in reality are decided in accordance 
with prevailing public attitudes. 

In recent years the tide has run 
strongly toward tolerant, broad- 
minded acceptance of even extreme 
treatments of subjects related to sex 
and morals. Apparently it is begin- 
ning to turn, and may run just as 
strongly in the other direction. Hence 
it becomes necessary for advertisers 
and publishers to examine the whole 
situation in the light of recent events, 
and to determine for themselves in- 
dividually whether they are using 
material, in picture or text, explicit 
or implied, which may give offense 
to a substantial number. 

Neither advertising nor publishing 
ean afford to risk alienating the 
good-will of the public, based on ac- 
ceptance of current standards of de- 
cenecy and good taste. That is the 
primary issue involved, and it must 


i; be met. 


Than Sentiment 


readjustments; growing backlogs of 
deferred demands; beginning work 
on new auto models; large crops. 

In addition, it points out, the gov- 
ernment can inject the stimulus of 
spending and inflationary billions 
into the national economy in large 
doses this summer. 

“Not only can these billions bridge 
the gap until the other forces are 
set in motion,” says Brookmire, “but 
also the accumulated forces create 
the possibility that continued govern- 
ment action of an inflationary char- 
acter may be the fuse to touch off 
an explosive rise.” 

Rise in business volume and secur- 
ity prices may not be of an explosive 


character, but the possibility is in 
ithe cards. In the meantime, business 
‘which prepares for improvement 


forces forming a base for recovery, | rather than decline will be in the 
as seen by Brookmire, include prog-| best position to profit from develop- 


ress toward inventory, price and cost | ments in the immediate future. 


POINT-OF-PURCHASE TECHNIQUE 


“We haven't changed this display for over a year, Mr. 
Ambheim, so I thought it would only seem natural... .” 


ALAIN 


Collier’ s. 


Ad-libbing 


Talking Straight Out 


Here and there you'll find a mer- 
chant who does everything wrong, 
violates all the copybook rules, and 
piles up a very pleasing bank balance 
in the bargain. Almost every town 
has at least one person like this, and 
Youngstown, O., is no exception. 

There George L. Oles runs a mar- 
ket, and uses advertising not only 
to list prices, but to moralize, to tell 
stories, and to get downright rough 
with his customers, present and pros- 
pective. Says George in one of his 
more recent pieces: 

“George L. Oles is saving the pub- 
lic of this city $10,000 a day on their 
bread bills and I think in return that 
you should give me more of your 
business. A few weeks ago I cut 
the price of my famous bread, large 
size loaves, union baked, three for 
25c. The quality of my bread is the 
highest money can buy, regardless 
of price. By doing this I helped the 
housewives save plenty of money on 
one of their most important food 
items and always gave them a big 
first class loaf of bread at great sav- 
ings. Thank you for more business.” 

And then George proceeds to de- 
vote 45 lines on three columns to a 
story about “Our Honorable Judge 
Rose,” apparently long deceased, and 
the manner in which he and George 
manipulated a little real estate deal. 

The judge, George relates, “is well 
remembered by a large amount of 
the population of Youngstown. He 
was a judge, lawyer, street car line 
organizer, and real estate promoter. 
He stopped at my farm shortly after 
I got moved out in the three-room 
cottage, and I was sitting in the arm 
chair under the famous apple tree, 
with my jack knife, whittling a stick. 
The reason I did that was that I 
wanted to be a real farmer. He came 
in and told me that he wanted to put 
a street car line through my farm 
and he wanted to buy the right of 
way. He told me we were going to 
have a hundred foot boulevard and 
were going to have shade trees on 
each side of the boulevard and that 
I could cut my farm up into lots and 
make a lot of money. I says I have 
a better idea than you. I am just 
a new city slicker who came out to 
the farm to make a living. However, 
I am going to give you this land 
through my farm for nothing, which 
I did. Then I told him he was to 
buy the back end of my farm, cut it 
up into lots and he could make a lot 
of money himself. I finally convinced 
him and we completed the deal very 
shortly. After I got done with my 
dumb argument he owned the back 
end, and the street car right of way. 
I owned the front end, 20 acres of 
ground, and a new house, well fur- 
nished, and three lavatories. (I got 
tired of fussing with one.) That was 
the first piece of good luck I had in 
my first venture in real estate. Next 
week I am going to tell you about 
babies.” 

And so, leisurely and interestingly, 


George finally gets around to listing 
his specials in poultry, fish, meat and 
other departments. 


Perfect Analogy 


What strikes one of our most re- 
liable scouts as a nearly perfect 
method of getting across a talking 
point is that used by Four Roses in 
a recent four-color page in The New 
Yorker, Esquire, Collier’s and other 
publications. 

“This is probably one of the strang- 
est ads you have even seen,” the copy 
starts off. “But when you have read 
it, you will understand two things 
you may not have known before: 
How a full-color picture is printed 

. and why Four Roses is such a 
downright magnificent whisky.” 

Then, by starting out with a repro- 
duction of the yellow plate, and in a 
series of four pictures adding the 
red, blue and black plates, until the 
final illustration appears in all its 
glory, the ad takes the _ reader 
through a simple explanation of how 
the skilful combination of the four 
plates—each bringing its own virtues 
and its own detail to bear on the 
task—results in a perfect, life-like 
reproduction. 

Of course, the analogy flows right 
out of this. “In very much the same 
way,” it says, “all the virtues of sev- 
eral selected straight whiskies have 
been combined in Four Roses to pro- 
duce one whisky finer. by far than 
any of the separate whiskies could 
be alone.” 


Jottings 


There seems to be a vitriolic war 
of words under way among a couple 
of leading St. Louis dailies, in which 
first one’ and then the other takes 
pot shots at its competitor. As we 
have said, this sort of thing probably 
helps irate competitors let off steam, 
but we wonder how much it actually 
helps business for either one. . .. 

Mr. Charton C. Frantz, who calls 
himself Chief of the Frantz Security 
League, Pittsburgh, has turned up 
with a new panacea for all our ills, 
and he’s telling about it in newspa- 
per space.. His cure-all is to have 
the government junk all automobiles 
and trucks over 8 years old, thus 
creating such a tremendous volume 
of automotive business that the gov- 
ernment would be enabled immedi- 
ately to provide a $60 a month pen- 
sion for all over 60, thus in turn 
greasing the wheels of industry so 
successfully that depression and re- 
cession would become obsolete, mean- 
ingless words... 

Another good example of bringing 
a financial statement down to earth 
is the 1938 “Koppers Yearbook,” pre- 
pared by Ketchum, MacLeod & Grove. 
In this book, the business is divided 
up to show just what each of the 
corporation’s 10,000 employes would 
have had in the way of capital, ex- 
penses, profits, etc., during the year 
1937. . 


Information 
for 
Advertisers 


The following documents may }, 
secured without charge from compa. 
nies sponsoring’ them, or throug) 
ADVERTISING AGE, by any national aq 
vertiser or advertising agency execy. 
tive writing on his business lette,. 
head. 


No. 1369. More Business for You~ 
from 5500 Salesmen of Electrica; 
Wholesalers. 

The Wholesaler’s Salesman has jg. 
sued this booklet which shows the 
scope of electrical wholesalers’ se). 
ing operations, outlines sales-stimy. 
lating features of the publicatioy 
and offers examples of advertising 
copy written specifically for the 
wholesaler’s salesman. 


No. 1370. Demonstration Portfolio, 


This portfolio, issued by Interna. 
tional Paper Company, contains speci. 
mens demonstrating the use of 
Adirondack Bond “Letterhead Yard. 
stick.” This is a guide to letterhead 
construction which can be used 
either in the making of a new letter. 
head or in the remodeling of ay 
old one. 


No. 1371. Distribution of Radio 
Homes. 

Radio homes in the United States 
are tabulated by geographical divi- 
sions in this chart issued by The 
Household Magazine. Figures are 
based on the radio homes analysis 
of the Joint Committee on Radio Re. 
search. 


No. 1352. ... to Shrink Space Still 
Further. 


In this new brochure, Columbia 
Broadcasting System gives details 
concerning 14 new stations and 94 
major station improvements since 
August, 1937. Stations of the Cana- 
dian Broadcasting System are in- 
cluded, with information on their use 
by CBS advertisers. 


No. 1354. Los Angeles, Key to the 
Southern California Market. 


This study, issued by Los Angeles 
Herald and Express, tells the market 
story of this area, with analyses of 
population, sales and their distribu- 
tion, industry and commerce and 
other factors. Several pages _ illus- 
trate the scope of the paper’s mer- 
chandising and home economics co- 
operation and dealer contacts. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC, Memphis. 
Research operatives interviewed cus- 
tomers at point-of-purchase, rather 
than by the _ phone-call-to-home 
method, the analysis, therefore, indi- 
cating station preferences of actual 
buyers. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


This study, issued by Simplicity 
Magazine, covers the home sewing 
market, showing the extent of pat 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic- 
ity’s coverage, and the status of the 
average sewing woman reached by 
this publication. 


No. 1363. Southern Markets. 


W. R. C. Smith Publishing Company 
has issued this bulletin of curren! 
business in the Southern territory 4 
an aid in appraising the activities 
and developments in this market 
and directing sales and advertising 
efforts accordingly. Included ar 
data on the coverage of the market 
by this publisher’s five business P® 
pers. 


No. 1360. Happy Thought for Travel 
ers. 

In this small folder, Railway ©* 
press Agency offers an outline of its 
service, with some helpful susse* 
tions for travelers when packing and 
shipping baggage. 
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TODAY: Dallas Is 
That Kind of Market! 


“Keep your eye on Texas!” It's a by-word 
now wherever business conditions are discussed. 

Nation-wide business surveys, one after 
another, put the finger of preference on Texas. 
Conditions ARE better here. 

And—Texas means the Dallas section. This 
market is the richest and best in the state. This is 
the distributing center. Business begins here! _ 

Cut your advertising appropriation if you 
must—but cut it to fit the pattern of your sales 
opportunities. 

Fish where they're biting! There's business 
—good business in the Dallas market—and The 
News is the paper to help you get it. 


First Newspaper of Texas’ Major Market 


Every Executive 
Should Know 
These Market Facts 


@ The Dallas market ranks 
FIFTH in buying income per cap- 
ita among all markets of America. 


@ The CITY of Dallas, only 34th 
in population, ranks FIFTH among 
American cities in buying power 
per capita, exceeded only by New 
York, Washington, Des Moines, 
San Francisco. 


@ The Dallas market area is the 
greatest oil producing region in 
the world. 


@ And one of the greatest cotton 
growing regions in the world. 


The Dallas market area consists 
of 37 counties of North and East 
Texas—the richest, most populous 
and best developed section of the 
State. This is the TRUE Dallas 
market, within which the Dallas 
influence is unchallenged by that 
of any other metropolitan center. 


The Dallas Morning News 


John B. Woodward, Inc. 


Representatives 
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Voice of the Advertiser 


Information Sources 


Vital to Business 

To the Editor: It is frequently 
brought to our attention that many 
experienced businessmen have re- 
gretted that their college courses had 
included none on “library compre- 
hension.” They would have found 
profitable a course giving the student 
skill in securing needed information 
through a knowledge of the different 
types of data and the library tools 
for using them. If the students had 
such an orientation course in the use 
of business reference material, for 
example, would they not be better 
equipped to get the most out of their 
courses and, after college, be pre- 
pared to secure and weigh the infor- 
mation needed in meeting business 
problems? 

Certainly with the good, and poor, 
business periodicals, directories, ser- 
vices, and books now urged upon 
businessmen, some standards of eval- 
uation must be used. Is not college a 
good place to experiment with the 
development and use of such stand- 
ards? Practice in securing and eval- 
uating business data must improve 
any student’s approach to the study 
of business problems. Doesn’t an in- 
tensive correlation of the library, its 
resources and its techniques for eval- 
uation, with the curriculum of any 
school, seem an important step? 
Should it not be advocated by those 
interested in the intelligent use, by 
future businessmen, of the informa- 
tion at their disposal? 


I am taking this question up with | 


several editors and others. Do you 
agree that it is a problem that con- 
cerns us rather closely? 


Marian C. Manley, 


Chairman, Business Information 
Study Committee, Newark, N. J. 


¥ VV F 


Not Bad 


To the Editor: Permit me to thank 
you for the very nice write-up given 
Southern Comfort on page 22 of the 
June 13 issue of ADVERTISING AGE. 

The article is essentially correct. 
However, the base of Southern Com- 


fort is not exclusively 17 year old 
whisky. It is true that the only 
whisky used is 16 or 17 year old 
Bonded, but then whisky is only one 


of the ingredients that contribute to 
Southern Comfort’s indescribable 


taste. 
In order that you may become fa- 
miliar with Southern Comfort and 


the sign that is evoking so much fa- 
vorable comment, I have sent you 
under separate cover one dozen min- 
iature bottles, which I hope you will 
distribute among your associates at 
the office. A copy of the sign and a 
recipe book has been sent via parcel 
post. 

We greatly appreciate the interest 
that ADVeRTISING AGE has taken in 
Southern Comfort, and we hope that 
you will enjoy the minatures. 

F. E. Fowler, Jr., 
President, Southern Comfort 
Corporation, St. Louis. 


+ * = 


Chip on His Shoulder 


To the Editor: 


to give us in your valued paper a 


few weeks ago, our softball team has | 


been successful in obtaining games 
with Ziff-Davis Publishing Company; 


Roche, Williams & Cunnyingham, and | 


Scripps-Howard. We still have sev- 
eral dates available for future games 
and again wish to issue a blanket 
challenge to any teams in Chicago 
who are, in some way, connected with 
the advertising profession. 

Among the teams we have defeated 
to date are Merchants-Matrix, Photo 
Engravers, and Cunard White-Star 
Lines. 

We think we are pretty good and 
we defy any teams to prove other- 
wise. 

JosEPH E. GESSNER, 

United Advertising Companies, 

Inc., Chicago. 


This department is a reader’s forum. 


As a result of the | 
publicity squib you were kind enough | 


FOR YOUR 


Run home by train! They'll 
be as glad to see you as you 
will be to see AIR-CONDITIONED 
STREAMLINED COACHES AND 
GRILL CARS On your time-sav- 
ing, home-bound train! 


You’re always SAFE when 
you go via 


Maybe That's Exactly 
What Some Teams Need 


To the Editor: Somebody ought to 
tell the agency handling the New 
Haven R. R. account that left-handed 
catchers aren’t quite in style—even 
in minor leagues. 


Eric PALMER, 
| New York. 


7 F F 


Can’t Convince the Wary 

To the Editor: We should like to 
report a series of incidents which 
will prove of interest to the advertis- 
ing field, and will prove some point 
or other. 

Our firm produced and is distribut- 
ing a one reel sound motion picture 
on Edward J. Steichen, the photogra- 
pher, who needs no introduction to 
the advertising game. 

The film is a motion picture por- 
trait study of Steichen at work in 
his studio, setting his camera, his 
lights, models, sets, ete., and finally 
showing the finished works, 
are works of art. 


We have had various criticisms on | 


this film, claiming that it is an ad- 
vertising film for Steichen. The film 
was not sponsored by Steichen or any 
other person interested in securing 
any benefit therefrom, outside of the 
producers who 
might be interested in 
artist of renown. 

Steichen is now retired, but since 
he is alive and kicking, the film is 
an “advertising” film, and therefore 
exhibitors raise objections. Some, 
not all. 

We are generally so “advertising 
conscious” that even when we pay 
credit to an outstanding personality 
and craftsman, simply because he is 
alive, we immediately look for the 
clever publicity agent hidden in the 
| background. Too bad, but true. Per- 
‘haps it points a moral. 


meeting an 


HAROLD BAUMSTONEF, 


Pictorial Film Library, 
New York. 


*¥ Vv 


A “Planned” Freak? 


To the Editor: We thought you 
and your staff would be interested in 
what might appear to be a “make up 
freak.” We refer to the placement 
of the K. Kaufmann advertisement 
with the illustration of the prize 
fighter and its heading ‘‘World’s 
Lightweight Champion” on the same 
page as the fight article “Knockout 
Is the Thing” in The New York Times 
Magazine of June 19. 

Behind this apparent freak, how- 
ever, was some strategic planning on 
the part of our art director, who 
knows his fighting dates and sug- 
gested the release of this piece of 
copy to run concurrently with the 
fight dope. 


| 


A. W. Lewin, 


A. W. Lewin Company, Inc., 
Newark, N. J 


believed the public | 


Letters are welcome. - 


Suggests Essay for 


| 


which | 


| 


| 


| ADVERTISING AGE 


{torial on National Air 


Mothers’ Reading 


To the Editor: In a recent issue 
of ADVERTISING AGE I found the win- 
ning contest essay on advertising. 
I was very much interested and im- 
pressed by the essay of David W. 
Foley. I feel that I could accom- 
plish much by putting this article 
before the mothers with whom I am 
in constant correspondence. 

The purpose of this letter is to 
ask your permission to reprint this 
essay, the reprints to be included in 
my consumer correspondence. 

Louise J. M. Srvurtz, 

Director, Mothers Service Bu- 

reau, Snuggle Rug Company, 

Goshen, Ind. 


7. | F 


Whimsical Moment 


To the Editor: In the event it was 
missed by you, the attached clipping 
is sent to prove that the makeup man 
even of the staid New York Times 
has his whimsical moments. 

C. L. SAPERSTEIN, 
New York. 

[Editor’s note: The page carried 
a news head about Beaver College, 
Jenkintown, Pa., while in an adjoin- 
ing column was a department store 
fur storage ad with the headline, 
“Don’t Let Your Beaver Suffer from 
Fever!”’] 

> = 


It's An Idea 


To the Editor: Why wouldn’t it 
be possible in your monthly tabula- 
tion of chain store sales, to give the 
number of stores last year and the 
number of stores this year so that 
we readers would know whether the 
gains or losses were due to adding 
stores or relinquishing some of the 
old ones. 

Just an idea, perhaps, which has 
been brought to your attention many 
times previously. 

EARL ALLEN, 

Advertising Manager, Michaels- 

Stern & Co., Rochester. 


, FF F 


Don't Give Up the Shop 


To the Editor: In acknowledging 
your letter of June 6 with attached 
invoice, let me say that I have found 
interesting, and 
when the time comes that I cannot 
afford this splendid publication, I 
will close up the shop. 

Keep up the good work. 

BARTLEY J. DOYLE, 
Philadelphia. 


, FF F 


Lauds Air Travel 
To the Editor: In your recent edi- 
Week you 
pointed out that advertising has 
profited from the availability of air 
mail and air express service. 

Why not include air travel? In 
the final analysis I believe you would 
find the service of air transportation 
used by advertising men and women 
amounts to more genuine value to 
the business than any other factor in 
connection with this new mode of 
transportation. 

C. R. Mooney, 

Secretary, Aviation Committee, 

Kansas City Chamber of Com- 

merce. 


, FF F 


Sure, the Kickoff Counts 


To the Editor: Your story on Per- 
mutit in a recent issue suggests con- 
sumer advertising was started first 
in 1937. 

For the records: We had the op- 
portunity of carrying single column 
copy on Permutit in 1935, 1936, and 
1937. 

We are interpreting the success of 
the 1987 program, as reported by 
ADVERTISING AGF, to the right kick- 
off, in the right book in 1935 and 
1936! 

H. E. Maruts, 
Advertising Manager, 
Homes & Gardens. 


Assistant 
Better 
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nA | TALENT Bin THEIR APPROVAL 


At the recent photographic exhibit of work produced by staff members of 
Newell-Emmett Company, New York, and by clients of the agency. Left to right: 
W. Clark Arkell, vice-president of Beech-Nut Packing Company; John P. Cun. 
ningham, vice-president, Newell-Emmett Company; George S. Fowler, vice-presi. 


dent, Newell-Emmett. Just behind Mr. 


Arkell is Miss Barbara Fowler. 
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Glide, Tagged 
at $7.50, Bows 
in Razor Field 


Ann Arbor, Mich., June 22.—Inter- 
national Appliance Company last 
week thrust a new entrant into the 
electric razor ranks, using a half- 
page in Time to advertise Glide, a 
razor notable because of its $7.50 
price and shearing method of cut- 
ting. 

While immediate promotion plans 
have not yet been set, a company 
spokesman said that the insertion 
in Time accompanied a test campaign 
in Iowa where copy appeared in the 
Des Moines Register and Tribune. 


New Field for IRC 


International Appliance is a divi- 
sion of International Radio Corpora- 
tion, known as the maker of the 
Cadet radio and Argus camera. It is 
recalled that both of these products 


were successfully merchandised at a 
lower price than had hitherto existed 
for similar products in those fields 
Thus, in setting the price on its new 
Glide at $7.50, approximately half of 
the sum usually charged for electric 
razors, International is following a 
technique that it has previously used 
with success. 


Money Back Guarantee 


Copy in Time guaranteed complete 
shaving satisfaction to users of 
Glide or a refund “without a word.” 
It is operated on alternating or 
direct current and available in three 
colors. A coupon offered readers 
C. O. D. delivery on the razor. 

Distribution plans have not yet 
been definitely decided, although the 
razor is at present being sold direct, 
as are the Argus and Cadet. 

Ruthrauff & Ryan, Chicago, is the 
agency in charge. 


Keystone on Vacation 
Keystone Art Studios, Chicago, 
will close during July. 


The Inexpensive and ONLY WAY 


to reach 


9 out of 1O HOMES 


Rock lslend— Matias, Ilinois 


85, 000 CITY 


A MARKET OF 
150,000 People 


A growing industrial community centrally 
located between Chicago, Des Moines, Minne- 
apolis-St. Paul, St. Louis. Importantly served by 
Rail, Air and Water transportation. Home of 
one of the largest U. S. Government Arsenals. 
Farm Implement Capital of the World. Where 


lineage PAYS. 


A Member of the Illinois Markets 


THIRD 
LARGE. T 


National Representatives: The Allen-Klapp-Frazier Co. 


New York, Chicago, Detroit, St. Louis 
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Ad i f i 
Ps , 
vertisers: | For your protection : 
. « ” 
we publish this letter about the 
¥ | e 
~ Townsend 27 sales producing elements: 
of 
t: 
‘ 
de 
we TOWNSEND AND TOWNSEND, INC. 
a. ADVERTISING EVALUATION 
z a 30 ROCKEFELLER PLAZA 
seq New YORK 
COLumeus §°-3871 ~ 
lete 
a” | June 21, 1938 
or 
ree 
7 | Mr. Willard Chevalier 
yet Vice-President and Publisner 
“ | Business Week 
330 West 42nd Street 
he ff New York, N.Y. 
| Dear Sir: 
x0 


On page 34 of your June 18th issue you made a statement about us 
which is not true and which we know you will wish to correct 
promptly in order to minimize its damage to our business. 


The statement we refer to is contained in the article "Townsend 
& Turmoil". In the second paragraph of the articie you state 

| ",.. the brash young Editor of Space & Time, gossip sheet of 

the advertising trade, which last week presented to readers the 
<7 hitherto unpublished points that are the basis of the business 
done by Townsend ana Townsend ...." 


The points published by Space & Time were not even close to be- 
ing the Townsend 27. 


As you stete, our 27 elements "are the basis" of our business. 
When Space & Time published the alieged Townsend points, con- 
sidering the source we did not deem the incident important. But 
when you MWBusiness Week", a paper with a reputation for accuracy 
| and thoroughness, unwittingly makes a positive statement that 

| the points Space & Time published were the Townsend points it 
becomes a matter of serious import. Not only from our standpoint 
| but from the standpoint of your many subscribers and readers. 
People who, believing in you, might invest their advertising 
dollers on the basis of erroneous information. 


Knowing that you would not wilfully mislead your readers, nor 
intentionally handicap our business, we feel that you will 
correct your statement in the very next issue of your paper. 


Will you be good enough to acknowledge this letter and tell us 
that you will meke tne correction. 


Cordially yours, 


re - Townsend : 
WOT President a 
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BUSINESS INDEX 
HOLDS CUE FOR 
DIAMOND DRIVE 


$220,000 Campaign Awaits 
Revival Sign 


Chicago, June 22.—The diamond 
industry’s plan for an ambitious 
radio and magazine campaign to re- 
gain some of the volume lost in re- 
cent years to other luxury lines 
needs but the first real stirring of a 
general business revival to set it in 
motion, according to William B. Gib- 
son, president of the National Asso- 
ciation of ‘Credit Jewelers. 

Mr. Gibson outlined this plan to 
the National Wholesale Jewelers’ As- 
sociation, in convention here last 
week, and amplified his remarks to 
ADVERTISING AGE today. 

The projected campaign calls for 
an annual expenditure of $220,000 in 
separate spring and fall drives, he 
said, with this budget to be drawn 
from pro-rated contributions by dia- 
mond importers in New York and 
Chicago. It is expected that these in- 
dividual appropriations, tentatively 
set at one-half of one per cent of 
total imports, will be passed on to 
the retail jewelers. The total amount 
is to be divided equally between mag- 
azine and radio advertising. 

Back of the campaign, Mr. Gibson 
said, is the desire to have diamond 
jewelry accorded the position it has 
held in past years. More recently, 
Mr. Gibson said, diamond sales have 
fallen off 40 to 50 per cent with the 
percentage being approximately the 
same in both cash and credit outlets. 

Much of this decline, he explained, 
has been in “card jewelry” which in- 
cludes cuff links, stickpins, earrings, 
emblem and personal rings. A large 
part of these items was formerly 
purchased by men. Changes in styles 
and the competitive salesmanship in 
other fields are held partially respon- 
sible for the drop in sales. 

Mr. Gibson also remarked on the 
many new and varied products which 
have expanded the “luxury” field in 
recent years, most of which he said 
owed their success to consistent ad- 
vertising. This was particularly true, 
he felt, in the case of travel advertis- 
ing, with many former purchasers of 
jewelry now spending their surplus 
funds for automobiles or other forms 
of travel. 

The average jewelry purchaser, 
he commented, uses about 85 per cent 
of his income for necessities. Divid- 
ing the balance among a far greater 
variety of services and products than 
was true in other years, he has little 
left to spend for jewelery, Mr. Gibson 
stressed. 

And apparently this average pur- 
chaser if he is of marriageable age 
is even “chiseling” a trifle in the pur- 
chase of engagement rings. Dollar 
volume in this line has fallen 40 per 
cent in the past few years, Mr. Gib- 
son said. 

The contemplated campaign, when 
it gets under way, will confine itself 
to promotion of diamonds. Actual 
copy themes have not yet been de- 
cided, although there will possibly 
be some emphasis upon the invest- 
ment value of diamonds as well as 
the pleasure accruing to the owner. 
The radio program will be heard 
three times a week and will be aimed 
particularly at women. It is planned 
to have this practically national in 
scope. 

Supporting the radio program will 
be a comprehensive booklet sent in 
response to inquiries. This booklet 
will tell interesting stories regarding 
the mining and production of dia- 
monds and will also illustrate the 
long-term investment value they 
possess. 

Harry P. Bridge Company, Phila- 
delphia, is the agency which has been 
appointed for the campaign. 


Form Austin Agency 
F. A. N., Inc., has been organized 
in Austin, Tex., by A. G. Adair, 
Stuart Nemir and H. S. Furnish. 


—<teg 


House Organs 
Thrive Despite 
Budget Chops 


New York, June 21.—Creation of 
the House Magazine Institute of 
America, announced here today, 
lent emphasis to the optimistic re- 
port from Robert Newcomb & As- 
sociates on the vitality of this phase 
of promotional activity. The New- 
comb organization revealed that less 
than four per cent of house maga- 
zines in existence during 1937 sus- 
pended or abandoned publication in 
the first quarter of this year. 

The House Magazine Institute 


| will have headquarters at 56 W. 
45th street. The board of governors 


ard Oil Company of New Jersey, 
'chairman; Merrick Jackson, West- 
ern Electric Company; L. A. Me- 
Vey, Socony-Vacuum Oil Company; 
K. C. Pratt, SM News Company; W. 
M. Thomson, Shell Oil Company; 


H. D. Hocker, American Telephone 
& Telegraph Company; Albert 
Deane, Paramount Pictures; and A. 


H. Meyers, New York Daily News. 
Robert Newcomb is executive sec- 
retary. 


Distributors to Meet 
The Exclusive Distributors’ Asso- 
ciation will hold its 36th annual con- 
vention at Neil House, Columbus, O., 


July 11-13. 


consists of Kenneth E. Cook, Stand- | 


| Phillips on Dashes 


Phillips Packing Company, Cam- 
| bridge, Md., has signed a two-year 
contract for advertising on the 
dashes of Philadelphia transporta- 
tion systems. Giant 11 by 42 cards 
will also be used inside. Willis H. 
Ambler is account executive for the 
Street Railways Advertising Com- 
pany. 


Curtis Man Killed 


C. C. Merrill, 45, Ohio and Indiana 
district manager for the Curtis Pub- 
| lishing Company, was killed June 14 
| in an interurban-automobile crash 
{three miles south of Muncie. Mr. 
| Merrill. born in Chillicothe, Ill., had 
| been district manager for the pub- 
|lishing firm here two years and af- 
|filiated with the company thirteen 
years. 


Industrial Men Elect 


Walter E. Schutz, Perfex Controls 
Company, Milwaukee, has been electeg 
president of the Milwaukee Associa. 
tion of Industrial Advertisers. (tp. 
ers named were P. C. Ritchie, Way. 
kesha Motor Company, vice-pregj. 
dent; James Tate, Delta Company, 
secretary-treasurer; and Arnold Ap. 
drews, Bucyrus-Erie Company, diree. 
tor for three years. 


Boston Agency Moves 


Livermore & Knight Agency, Ine, 
Boston, Mass., has moved its offices 
from 131 Clarendon street to larger 
quarters in the Park Square bidg 
William O. Jacobson has joined the 
staff as art director, moving from 
the Providence office. Irving f,. 
Blaine remains as account executive 
and manager of the office. 


» 
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U.S. DIVIDED INTO 7 REGIONS, 5 INCOME 
. GROUPS, 12 OCCUPATIONS FOR SURVEY 


Over 300 new facts are revealed about the 
president, his aims, methods, and personality. 
You will see how each different class of people 


Continental's Wonder Bread 


e You might think this story about bread would 
be about bread. You’re wrong. Mostly it’s about 
“merchandising”, that word nobody knows, and how 
Continental is putting the needle in that apathetic 
being, the grocer, and how a certain 1-2-3 test con- 
vinces housewives, and how the biggest bakers in the 
country next to National Biscuit managed to stay in 
the black all through the depression. Good reading. 
See page 67, Fortune for July. 


e@ What percent of the people approve his wage and hour 
legislation? His attitude toward big business? His attitude 
toward labor unions? His reorganization bill? His attitude to- 
ward TVA? His rearmament policy? His international policy? 


CAN YOu GUESS Roosevelt’s strongest point today? His weak- 
est? Does the majority of U.S. today approve or disapprove his 
objectives? His methods? His advisers and political associ- 
ates? His personality? 


©@ To settle your bets, see FortuNe’s Quarterly Survey of 
Public Opinion: XIII, July issue, page 36. 


views his projects . . . prosperous, upper middle class, lower 


middle class, poor, negroes. How each section answered . . . 


from northeast, to southwest. And how each of 12 occupa- 
tions voted . . . executives, factory labor, white collar, 
farmers, professionals, students, unemployed, retired, 
housekeepers, proprietors, farm labor, and other labor. 

Astonishing accuracy has distinguished ForTUNE Sur- 
veys from the beginning. Fortune foretold Roosevelt’s 
winning election vote within 1%. Likewise, nine months 
before the event, ForTUNE forecast “political dynamite” 
if Roosevelt monkeyed with the Supreme Court. 

To FortuNE subscribers, to business men, to Congress, 
the President and his advisers, this FoRTUNE QUARTERLY 
SuRVEY will be a contribution of high significance. 


NOW WHAT DO THE PEOPLE | 
THINK OF ROUSEVELT ? 


e Never before have you seen so intimate a 
study of what America thinks cf the man in 
the White House. Here for the first time is the 
balance sheet of Franklin D. Roosevelt as cast 
up by ForTuNE’s QUARTERLY SuRVEY of Pub- 
lic Opinion in the July issue just out. 
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June 27, 1938 


Nearby States 
Get Wisconsin 
Summer Story 


Madison, Wis., June 22.—Vacation 
advertising for the state of Wiscon- 
sin, backed by a budget somewhat 
smaller than those of other compar- 
able states, is scheduled for release 
in territories where Wisconsin re- 
sorts will have the greatest appeal, 
according to J. H. H. Alexander, su- 
perintendent of the recreational pub- 
licity department. 

Outlining the program, Mr. Alexan- 
der said that this potential zone of 


appeal includes the territory from | 


Cleveland west to Omaha and south 
to St. Louis. Twenty-three metropol- 
itan newspapers have received sched- 
ules for the campaign, he added. 
Copy, featuring the slogan, “Relax in 
Wisconsin,” will also appear in sev- 
eral a magazines. 


Budget Set at $75,000 


Wisconsin’s budget, as  appro- 
priated by’the 1937 legislature, calls 
for expenditure of $75,000 for each 
of the years 1938 and 1939 under di- 
rection of the state conservation 
commission headed by Mr. Alex- 
ander. Most of the other resort 
states, he commented, are spending 
upwards of $100,000 annually. 

The Wisconsin campaign, however, 
will be limited to resort promotion 


and will not include advertising for 


any Wisconsin agricultural or dairy 
products. 

Both the 1936 and 1937 campaigns 
were extremely successful, Mr. Alex- 
ander said, although the budget was 
but $50,000 for 1936 and $75,000 for 
1937. He cited gasoline tax figures 
as an index to the success of this 
drive, declaring that revenues from 
this source during June to October, 
1936, were $1,013,441 in excess of 
1935 totals. During the vacation 
months of 1937, he added, gasoline 
tax revenues increased $602,252 over 
the same period in 1936. 


DeLisser-Boyd Named 


Star-Journal, Warrensburg, Mo., 
has appointed DeLisser-Boyd, Inc., 
as national advertising representa- 
tive. 


“Ledger” and WFIL 


Exchange Facilities 


The Philadelphia Public Ledger 
has made an exchange agreement 
with Station WFIL, Philadelphia, ac- 
cording to an announcement by Don- 
ald Withycomb, general manager of 
the station. 

The Ledger will use three and one- 
|} half hours weekly over WFIL, with 
‘the latter taking an equivalent 
amount of newspaper space to ad- 
vertise its program features. 


| “Rush Sheet” Starts 


| 

| A. A. Butterworth, Los Angeles, 
has started Rim Rush Sheet, a bi- 
weekly publication supplementing 
monthly issues of Radio Inder. M. 
Austin King, formerly with the Los 

| Angeles Daily News, is editor. 


' THE LZ-130 I§ GERMANYS BID 


IE nek ne., 


A look at tomorrow's air travel 


* Here’s a portfolio of drawings and photographs, today’s LZ 130, 
the Hindenburg’s sister, and tomorrow’s 100-passenger jobs, as 
variously designed by Boeing, Douglas, Sikorsky,and Consolidated. 
What new engineering problems must be licked, what airlines are 
flirting with the Atlantic run (including a dark, dark horse), are 
discussed in ToMORROW’S AIRPLANE, July Fortune p. 53. 


THE DEEPEST HOLE IN THE WORLD: K.C.L. A-2 


¢ They weren’t trying for a record. They hadn’t thought of that. 
But after pouring $305,000 into this San Joaquin Valley, California 
project, (and enough man-muscle-machine work to throw the San 
Francisco Bridge over the Empire State Building) the Continental 
Oil Company had itself an oil well—almost three miles deep. And 
something to show the Easterners when they visit the state that 
has put miracles on a production basis. See p. 50, July Fortune. 


Sa 
pee AL 


ARGENTINA |S LIKE 
AMERICA (only diferent 


¢ Who will win the contest between Argentina’s 
noisily exciting, money-jingling-in-pockets, cosmo- 
politan city which is Buenos Aires . . 
other corner, Argentina’s endlessly flat, endlessly 


. and in the 


im} a fertile pampas with their alfalfa and Shorthorn 


cattle? FoRTUNE introduces you to both contestants 
and describes this country which is more like Amer- 
ica than America. Fourth—and a dramatic fourth— 


in Fortune’s South American series. July issue, 


NEXT MONTH Reynolds Tobacco . . . Czechoslovakia . . . Short 


Line Railroad . . . Survey of Wealth: I . . . Martin of the Stock 
Exchange .. . Outboard Marine . . 


. Coney Island. 


p- 27. (Plus some enormously amusing color 
sketches of local goings-on by Molina Campos). 


That low-priced Willys-Overland 


© $100 cheaper than Ford 60, or Chevrolet, or 
Plymouth—25 to 35 miles per gallon—$10 to $15 
saving per 1,000 miles—were promises that sold 
75,000 Willys cars last year, and helped earn $880,- 
000. Here’s the inside story of how a dandy bit of 
bankruptcy and reorganization emerged as an econ- 
omy car... anew bid for the field Ford abandoned 
when he scrapped the Model T. See p. 39. 


“Hey Pa, the county agent's here”’ 


© If you were a Benton County, Missouri farmer, 
you'd probably be in debt to J. U. Morris for much 
of your farm lore. He’s the County Agent that can 
demonstrate everything from giving your horse a 
pedicure, and snaring grasshopper eggs, to making 
corn grow taller than t-h-a-t. U. S. has 3,000 like 
J. U. Morris, they cost $31,000,000 and they do a 
man’s job. See THE County AGENT, Fortune p. 44. 


een sea ta 
9? ae ate 


Expand Drive 
on Tea During 
Torrid Months 


New York, June 22.—Shifting 
northward with warmer weather, the 
national drive of the Tea Bureau, 
Inc., this week reached full momen- 
tum with copy appearing in five na- 
tional magazines as well as posters 
in all sections of the country. Mer- 
chandising plans tying in with this 
copy will gain full force June 27 
with the launching of “Iced Tea 
Week.” 

This summer is the first in which 
the campaign’s scope has been na- 
tional. Last summer’s drive was 
limited to a test area which did not 
include the New England states and 
several others, although it was ex- 
panded during fall months. 

Current advertising stresses tea’s 
place as a truly American beverage 
ar also emphasizes its cooling 
qualities. Eleven display pieces 
have been designed by the bureau to 
keep these appeals in the public eye 
during the entire summer. Others 
in similar motif are being used by 
individual tea and food companies. 

First magazine copy to appear this 
month was a full-color page in The 
American Weekly June 12. This will 
be repeated July 24. Other maga- 
zines on the list for summer copy 
are Good Housekeeping, Life, The 
Saturday Evening Post and Woman’s 
Home Companion, 

Some 3,000 outdoor poster boards 
are also being used. The _ current 
campaign had its beginnings in 
Southern states where copy appeared 
in April in 32 newspapers, taking 
advantage of earlier hot weather 
there. 

William Esty & Co. is the agency 
in charge, with Stanley Holt ac- 
count executive. 


More Facts in 
Copy, Goal of 
Buyers Abroad 


London, England, June 17. — Be- 
lief that a modified form of the 
American consumer movement for 
more informative advertising has a 
“very good chance” of succeeding 
in Great Britain was expressed in 
the third annual report of the Re- 
tail Trading-Standards Association, 
Inc., just issued here. The _ re- 
port doubted the chances of what 
it called “advertising persecution” 
making headway in this country but 
said that “the educational aspect” 
of the movement would eventually 
have to be reckoned with. 

“Although it tends to lack dis- 
crimination between the good and 
the bad,” the report continued, 
“such a movement can be taken ad- 
vantage of by retailers who are 
alive to its possibilities. It must 
be taken as axiomatic that no con- 
sumer can purchase intelligently if 
essential information concerning 
the measurable qualities of mer- 
chandise is lacking.” 

The report warned small and me- 
dium-sized retailers against dismiss- 
ing consumer protection movements 
as activity which concerned only 
the bigger businesses, asserting that 
any special movement which af- 
fected their larger competitors 
would soon affect them. 

More cooperation was asked of 
newspapers in preventing advertis- 
ing which, although not unlawful, 
was illegitimate from the _ stand- 
point of decent trading. The report 
protested against the lack of co- 
operation from newspapers, “es- 
pecially as regards complaints of 
exaggerated comparative price ad- 
vertising.” 


Hays Appoints Kimball 


Abbott Kimball Company, Inc., 
New York, has been named adver- 
tising agency for Daniel Hays Com- 
pany, Inc., Gloversville, N. Y., manu- 
facturer of men’s and women’s 
gloves. National magazine and co- 
operative newspaper space will be 


used. 
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June 27, 193g 


THEME OF NEW 
GROWERS’ DRIVE 
IS THE BERRIES 


New York, June 21.—-Newspaper 
and magazine promotion for Tru-Blu- 
Berries, giant cultivated blueberries, 
was released today by the Blueberry 
Cooperative Association. Besides in- 
sertions in summer issues of the New 
York area edition of American Home 
and The New Yorker, about 120 
daily and weekly papers will carry 
56-line copy for the entire season. 

The campaign will be concentrated 
in large cities east of Chicago, chiefly 


New England and the middle At- 
lantic area with most intensive 
coverage in the New York metropoli- 


UNUSUAL COVERAGE 


Cireulation This issae 60,000 


ACTICAL BUILDER 


od ta the Practical Problems of Bark 


Eastern Builder Features 
| Stamdard Material in Homes 


We oe ! 


ame 
tries. “vive { 
ame ety Merch Re 
eri ies op es 4] 
Tree ety z sive Pumeatiog ae | 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement.) 


—— 


BERRY PROMOTION 


DON'T MISS. 


GETS UNDER WAY 


PERFECT CLEAN FRUIT 
NOSTEMS NO WASTE 
Protected by CELLOPHANE 


Profitable cultivation of giant blueberries was the forerunner of a cooperative 


advertising campaign by Eastern growers. 


Above is one of the layouts that will 


appear in 120 newspapers. 


tan area. Daily newspaper promo- 
tion is on a thrice-weekly basis in 


| most markets. 


Unique among trade associations, 
the blueberry group had its begin- 
nings some 25 years ago when Miss 
Elizabeth White, daughter of a lead- 
ing south Jersey cranberry producer, 
sought a new crop which could be 
produced on unused land not suitable 
for cranberries. 

Discovering that giant blueberries 
were being grown on a few isolated 
bushes in that area, Miss White paid 
cash prizes to berry pickers who 
would report the location of such 
plants. In this way, she was able 
to begin experiments in cross-breed- 
ing the best berries so as to combine 
the best features of each premium 
variety. 

Miss White persevered in her ex- 
periments, and enlisted the aid of the 
United States Department of Agri- 
culture. Thus began the branded 
blueberry industry, which today pro- 
duces upwards of 1,000,000 baskets 
per season. Miss White is still very 
much in the picture, with some 800 
varieties of blueberries now being 
grown on an experimental basis on 
her farm. She is widely known as 
an authority on blueberries, and 
makes frequent talks on the subject. 

The majority of these cultivated 
blueberries are still grown in Miss 


adequate coverage 


Generously adequate coverage of its own 
field with a minimum of outside circula- 


tion makes The 


Evening Telegram an 


automatic selection in the rich Toronto 


market. 


For sixty-three years this great 


home newspaper has had a larger per- 
centage of its circulation concentrated in 


Toronto than any other newspaper. 


Being 


non-premium readers, mostly of the “home 
delivered” class, these potential consumers 
are truly select from the space-buyer’s view- 


point. 


Combinations of other circulations 


in this rich field may approximate in num- 
bers, but not in buyer-merit, the compact 
oup represented in this one newspaper. 


ndoubtedly 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 
New York—Dan A. Carroll 


— — — _ 


CANADA 
Chicago—J. E. Lutz 


White’s native south Jersey, although 
crops are being marketed from 
North Carolina and Wisconsin. All 
periments. 

but the industry’s chief problem at 
present is to 
25 cents. 


possible wide consumption. 


A. Kron is account executive. 


Pennsylvania 
Tax on Chains 


ment of Revenue, the chain 
tax enacted by the 1937 


revenue expected from it. 


show that the levy, ranging 


excess of 500, brought in only $260, 
793 during the first fiscal year end 
ing May 31, 1938. 


years. 
Principal reason for the 


against it. 
by the Dauphin County Court. 


Pure Food Stores, Inc., Atlantic Re 
fining Company, American Stores 


companies obtained 
straining 


levy from them. 


Biggers H ail ‘SNPA 


will shortly announce 


|of the 14 SNPA states. 


The program calls for an SNPA 
|advertising bureau to work in har- 
;mony with the ANPA Bureau of Ad- 
| vertising and to develop local south- 


ern angles which are outside the 
scope of the national bureau’s ac- 
tivities. 


Plan Beef Drive 


| British Columbia Livestock Breed- 
| ers’ Association has voted $1,500 to- 
| ward an advertising campaign to sell 
| British Columbia beef to consumers. 
| 


In addition, equal amounts from th 


provincial government, federal gov- 


|; ernment. packers and retailers ar 


expected to provide for a $6.000 cam- 


| paign. 


growers are united in the Blueberry 
Cooperative Association in order to 
pool their collective experience and 
take advantage of Miss White’s ex- 


Tru-Blu-Berries have been adver- 
tised on a sizable scale for five years, It 


expand production 
rather than gain wider distribution. 
At this early-season date, the berries 
sell for around 40 cents per pint, but 
the mid-season price will be around 
Since each basket serves 
four people a simple but unique des- 
sert, their cost is low enough to make 


Gotham Advertising Company han- 
dles the association account. - Arthur 


a Sad Letdown 


Harrisburg, Pa., June 23.—Ac- 
cording to figures’ released. this 
week by the Pennsylvania Depart- 


store 
legislature 
is falling far short of producing the 
Records 
from 
$1 a year on a single establishment 
to $500 for each unit in a chain in 


The tax was 
expected to yield $3,000,000 in two 


reduced = = 
collections of the tax is that 40 large 
companies have secured injunctions 
Decisions on these suits 
testing the constitutionality of the, 
tax have not yet been handed down 


The test suits were instituted by 
the F. W. Woolworth Company, Weis 


Inc., and the Great Atlantic & Pacific 
Tea Company. Those five and 34 other 
injunctions re- 
the State Revenue Sec- 
retary from collecting the disputed 


Promotion Committee 


Plans of the Southern Newspaper 
Publishers Association to continue 
the work of its advertising commit- 
tee moved forward last week with 
the re-appointment of George C. Big- 
gers, business manager, Atlanta Jour- 
nal, as chairman of the group. He 
committee 
members to be appointed from each 


New York, June 21.—That modern 
industrial methods create 
physical and financial products, but 


is a major thesis of a comprehensive 


poration appearing 
issue of Mill & Factory. 


States. 


turing base. 
“Too little 


to undertake to study 
quately.” 


G-M Impartial 


is emphasized, however, 


initiated or subsidized the study. 
The mass of _ industrial 


well. 


include’ benefits to 


magazine, with 


most. 


by modern production. 


created by factory payrolls. 


Diversity of Work 


their products. 


Case Study by 
M&F” Analyzes 


General Motors °" on the Ford Motor Company, 


not only | 
a substantial group of social benefits 


case study on General Motors Cor- 
in the current 


The magazine explains that it be- 
gan its study a year ago for the pur- 
pose of examining the products of 
the/industrial process in the United 
General Motors was selected, 
it adds, because of its size, the va- 
riety of product and wide manufac- 


is known about big 
business,” Mill & Factory declares. 
“Perhaps big business has been too 
busy making products for consumers 
itself ade- 


that 
General Motors, apart from offering 
the magazine’s researchers access to 
its plants and cooperation, in no way 


facts, 
phases of corporate management and 
production included in the study is 
evidenced in its taking up 248 pages 
of text in a 574-page issue that in- 
cludes several maps and charts as 


The social products, set forth as 
results of today’s industrial process, 
government, 
science, small business, labor, farm- 
ers and consumers, according to the 
labor gaining the 


The government has benefited, it 
asserts, through the increase in tax 
revenues and tax sources brought on 
Science’s 
gains include improved research op- 
portunities,. new instruments and a 
skilled personnel. Small business has 
received a greater variety of prod- 
ucts for consumer sale and more op- 
portunities in the purchasing power 


First, among a long list of bene- 
fits accorded labor is modern indus- 
try’s creation of a greater diversity 


of work, while farmers have also 
been given a broader market for 


Two chief benefits 


to consumers are the higher quality 
|of products and the lower selling 
| prices. 

This study compares with a cage 
study issued by the magazine lagt 


|It will shortly be available in book 
form under the title, “The Americay 
Economy.” 

The June issue of Atlantic Monthly 
carries an article by Hartley Bar. 
|clay, editor of Mill & Factory, de. 
scribing in part the work of the 
study, which was under his direction. 


Press Freedom 
Dramatized by 
Coast Papers 


Los Angeles, June 23.—A cooper. 
ative advertising campaign explor. 
ing various phases of freedom of 
the press has been undertaken by 
the California Newspaper Publish. 
ers Association, which is devoting 
$75,000 worth of space to a series of 
12 insertions designed to relate the 
story of the American newspaper's 
development, and to put readers on 
the alert for “those movements 
which threaten civil liberty.” Copy 
is being prepared by the staff of 
the association, in cooperation with 
the Robert L. Nourse Advertising 
Agency of Los Angeles. 

The entire series is based upon an 
address delivered by Dr. William B. 
Munro, professor of politica] 
science at the California Institute 
of Technology, before the associa- 
tion’s annual convention at River. 
side last January. <A few of the 
topics are: “Liberty Was Never 
Extinguished Over Night;” “Democ- 
racy and a Free Press are Insepar- 
able;” “Dictators Never Defy Their 
People—They Delude Them.” In 
addition, the advertisements discuss 
the ideals of the American press 
and its function in a democracy. 


McJunkin Adds Account 


Chapin & Gore, Louisville and Chi- 
cago distiller, has placed its adver- 
tising account with McJunkin Adver- 
tising Company, Chicago. Newspa- 
pers, magazines and outdoor will be 
used. James W. Egan, Sr., is ac: 
count executive. 


Pop’O to Expand 
Following a test on Pop’O, French 
fried popcorn, Pop’O Products, Inc. 
Chicago, will use newspapers, trade 
papers and radio in a summer cam- 
paign. W. K. Cochrane Advertising 

Agency, Chicago, is in charge. 


e 
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AND IF YOU WANT TO KEEP ABREAST OF 
MERCHANDISING NEWS, READ ADVERTISING AGE 


Jun 


ae es =: * : 4 OE as |) mma or ar TONE Pa gay aa ete ag Wee Nt "1 * 4 % ee a ae) See 2 : be ey i 
s owt ; tn. ek — = t 
aerate . By : ‘ : ; bs s xi Se 2 ae eee % a ge ae Tes Sh 5 BY im ae ae han ae . ; eM ee E 4 F ae ; h. BL dee Raa, * si 7 % 
Stas . é ~ of Se, v ? : 4 \ Noa Ae 
Nie : 
: ea — - ne - - — = 
a fee eel LS et Le ee: 
eee eieterereress om onetat ps eee oe sins Bs il r 
i pa Pe tance mal 
oe Se See OD scat Re RR ener eae Pe 
Aree ie Te Saale irs Sepia ne at es ee Tl 
| | The flavor thrill © — 
| ine tavor ee and 
, Ses ae aes E23 ' 
; Les soy : Rae obe | 
vd = ti 
ee Ce Rian a | : 
—— tie pies aed ALL meti 
a. \' SSS | 
i 2 o Se 
| # ee ———_— - Act 
oes is i 
oe Proenoanen y 
; | pe: : Setececeretetetsteratate > 
es uence Unit 
va e sree of C 
Danie“ % SRS, LORD ORR ROT . 
BY ae Pet, are apes ee ON ODE Zone 
<u (b 
berate | mer 
Si. re outs 
=e Ne ; as aS —_——- with 
ei a NN  ——————————— | with 
Oe ee | ized 
Penis. am ‘ 
i af ‘ 
Bs a the 
oe oo 
ae | Unit 
hee « 
ye id 
iia ie ee 
=e a he 
ae TIT x 
oa ee (e 
set | asso 
ae —- | PS | 
: pee, ——— ——E 
Bae Ge , : : | arti 
“2 ‘ Pr gut 
za ae gun 
y ope ae Lf . pon 
Per eo Wo sca 30-28) (g 
eae oar Prveilens « Plan Calle fer Apromeerts vo & > 
7 rts ets G3 FED Rostwud Boasing 1 rti 
1 2 ite eg poe : ge Oe & 2) 8S oe a art 
is eee, Pe, , . Unit 
peter PENS “< saa ‘sy Hon 
i ae 7 Rapes . < 
eae eres / $= nil 
eect aha ; te eng 
ane ‘| he. For 
lei ae ny TO CLS | ot t 
ae: Se | | use 
rues fm i | trea 
so if =| = 
2 1 ; r 
| | | arti 
- | ING i. if ee to a 
«: F j m7 
d BUILD 3 i of t 
TRACT RS é | and 
= CON | | ac 
fen j oes F in | 
i eee _—_———— sant 
ie ee eee sg 4 wane Clone : 
ks ae : r : - 4 i | enti 
eee : whi 
a ma 502 
ete |: | ee 
he ran reas: F in¢ | 
ee Soule Ce lj anc 
> anes | in 
< PP: ar —— tre 
ee aay - 
ee Bah, oe 
ar ae 6 ma 
te ee. < ( 
Pan Re F art 
pei SMe eas | ; 
er ie pol 
Eee ee a | tre 
Sine) oe = : ——— -—— a — -——— | 
ey ree ch 
ee arenr— | | for 
Baliye a Bh y ib | att 
Sie) pis igs | al 
es eo & ny, iB Pete r use 
a RS Me ok el art 
eet a a cv Sw art 
ae ees AR . ? : not 
ii 2 Pgh Th 
; 4 P . pare” ge ( 
é “he : oe ™ 
b : Sy A 4 a5 e b - | 1ut 
PUP ean Px i: 2. | ne, Ph 
A ts , ie pS er \ ¢ Rs * wy) We | } : >} 
Me oe) Pare ey | a Ph 
oti a ¢ te | N a ee eee ~ és 
4 gare Ste ; oe " 
2 AS Lt ( 
¢ ose at § wy 
9 ee) hi a pla 
5 fe gh ¢ 
aK Ra? * ma 
ys ; ‘ ; 
oe Sa . © of 
ease’ ee ja. \ } | ma 
fee ee 4. ’ | sia 
ea ee 7 A 
ee aa | 4) on d 
i ae a ) } shi 
= o a = “fs pli 
eee” “bats = Stee 
pee 8c oy . as het 4 
ee yee , NEAL > aie my RS) pei 
So a wee aie | Ye wr 
poe Dee My Ny) ; “t y ry ro p Mwncanel 4 f] | | « tai 
eg xe red ; soll .. a ‘ 
ae ae vA ‘ care - —pebne ais’: | —_— : 
Vee ai yt INN ap meta ais i” cas : eas 
ea ee N BESET Sh SUN Pe of f bs 3 ; co} 
ape em) | ys 20) x oh tp ; “ee ; sar 
ae Bde ‘ Sieh ce Raa MY Se Reh Sa es ( 
a See ; a VR rie gee CPT: CARR, 8) ‘ear x _ 
4s eae l@ ~wee F Siero WNent She +] fae i Oe ee tal 
ae ee & \ - ayaa OREN 4 Oe ‘f re | a RS oh: EN, U lin 
Bi ria oe \ \ ; qos ’ See if F i: iat a In 
er eee hat a: G | PO ees meee 
ti Fee OP y » ae — oe oe ae 
‘Pree WOO yt, PEN pO a lal or 
a cae ire ate aamet ok 
PAS AGN Nee ee * ‘ art 
ne oem ee eee ee ae wr 
eae ve ee, ws 
Fi Soe ee BAY: ar 
hee & a ee “Me : 
eS i Ane ae s mi 
; —— ges! ’ ies mi 
2 Chis Se > wi 
ee oe ft ff — ie ‘ : . thi 
7 Ceee ed ‘a . {= “Lag e oS, : (a 
| iu : & e Se asi 2 —_ 
: ; ze a bead ae pee Be ee Re ¥ S . 
‘ote ee | a 5 re Page a . eee oe ae ex 
" ad I | il o ae - ARR: ee ag So ee rr. ‘ 
Samay ee Ge, Pe eee lee i re 
rt SR _ ee q Pe. te ie Sinies 2 i Maree ae 4 aa ar Se rapa © ‘a Boat ' i 
VPS aes ‘ eae cy We ies.” eee Oi Se ae ae re 
ieee eee oe og eee pe oe ee A eee re! 
pee Gee se ae x a ee ee, ee : se ae ened ee 
Boy dhe) ¥, T0g Ka a, Se eee eer eet ay LE ae pees Vea ire ee i, VA re 
et ee 7 ) eee ne cere re ae fe! : as So ai Boot ie ata ) 
Rene tee ee ll Be dat AN Wala sees oY corte ¥ Ua Saar a Sa e, Beee > 
crea ig SM ce pe A tt sR Wee. pu 
a ee . E a : * eigen aia Le aay oe ene — - Bs co 
i 4 3 YS ae ie ey a Te ee a are) . oe ee. a Fae ee 
cae es ge a Heer i, Be ee la 
eee ec le ee Be ge Ge ey eal “a ‘i : Jpg ae di 
Siena oan og? “ae ». oe a RT RS i eee cle . 
ie ASS pe oa as bs ee a ae Sa Dee fe en : ae "DN cei So me us 
es es Bae Ree } Sd Ge Bene uh ee ie % nS ean % ‘3 eS . ‘ ee 
yess eee — — AE SB). a — | : ae in 
Rts 8 iy | a ME ee Ex be 
Pec s - = ; Sue 2p See SO ere Sat ee ay le eS a a WiseOO Ais io 
Shs pitas ae | ay Fae i aa 3 Be ‘ie tes ye “ Ba ee PES Cree OT ee th 
ae i. - OE Te Be es uD RE SL idee ca. ; 
ee } _— - eal | S Sip Garam SS tt ———. ll tt ba aah ie us 
: . paul eee <m coe +33 ae a 5 ae a oy - re 
— ee al S's y; tet tn |. ee else Re ote ae hi 
hie ‘s : gaa Sou & oe -_-. ee eR ee mi 
eee re ee ° 4 aes, . 2, Oe Sex Sa ng ey aR eee , 
Co edie Fi OM RE BE Oi eee 8 ne ME Ga): Aa ens ee us 
Sake ges Eee ames ae Be i 2a ee ee Say ee ae. Ae cee ee ie 3 % : 
een, bead i 5 os a oS 9 wal Lc a ee Ee ee aire ets Ot? be e > 
jas oe ey I I omer, cae ae ae Ww 
(ear en Ma Ke eee ou emt Ser “poe aes aaah 7 ea Pe een, 1) een tere ae eke 
Bate tae ge a gr eee ES Sas ame Se SS eee Bi ea | aes 
Dg Meee bee “ee! Sees eee een ers ng Ssh en as Oe Rie el 2 A eae tea Pas. OX 
PON Oe oat Ey ed Pt eee aap SSS cee ap ett aegis ie ae : w 
a Se eB ”” 
woe —— -_— ——_— er oS ———_— - — > hr 
ite nee ot 7 
e ws See 
ni he ve) ee oes a ‘ / ~ ? A i z <3 94 y 
Sees ale pe = ae Nar PRS a) ee, ORE Sed aE TREE AGC Reet Tati Spa hae ON teeta Ry ML hes ot wee kao OR fa ee ee aN ee sh, Seater eS Apes io ee ge cian el 


~ 


[a -snvaainaiamiine eae 


June 27, 1938 


ADVERTISING AGE 


19 


——— 


Text of Food and Drug Bill 


The full text of the new U. S. food 
and drug bill is as follows: 

CHAPTER I—SHORT TITLE 
Section 1. This Act may be cited 
the Federal Food, Drug, and Cos- 
etie Act. 


CHAPTER II—DEFINITIONS 


<ec. 201. For the purposes of this 
Act— e 

i) The term “Territory means 
any Territory or possession of the 
United States, including the District 
of Columbia and excluding the Canal 
Zone, 


‘b) The term “interstate com- 
merece” means (1) commerce between 
ny State or Territory and any place 


outside thereof, and (2) commerce 
within the District of Columbia or 


within any other Territory not organ- 
ized with a legislative body. 

ic) The term “Department” means 
the Department of Agriculture of the 
United States. 

‘d) The term “Secretary” 
the Secretary of Agriculture, 

‘e) The term “person” includes in- 
dividual, partnership, corporation, and 
association. 


means 


(f) The term “food” means (1) 
articles used for food or drink for 
man or other animals, (2) chewing 
eum, and (3) articles used for com- 
ponents of any such article, 

(2) The term “drug” means (1) 
articles recognized in the _ official 


United States Pharmacopeia, official 
Homeopathic Pharmacopeia of the 
United States, or official National 


Formulary, or any supplement to any 
ot them; and (2) articles intended for 
use in the diagnosis, cure, mitigation, 


treatment, or prevention of disease 
in man or other animals; and (3) 
articles (ether than food) intended 


to affect the structure or any function 
of the body of man or other animals; 


and (4) articles intended for use as 
a component of any article specified 
in clause (1), (2), or (3); but does 


not include devices or their compon- 
ents, parts, or acessories, 

(h) The term “device” (except 
when used in paragraph (n) of this 
section and in sections 301 (i), 403 (f), 
502 (ce), and 602 (c) means instru- 
ments, apparatus, and contrivances, 
including their components, parts, 
and accessories, intended (1) for use 
in the diagnosis, cure, mitigation, 


treatment, or prevention of disease 
in man or other animals, or (2) to 
affect the structure or any function 
of the body of man or other ani- 
mals, 

(i) The term “cosmetic”? means (1) 
articles intended to be rubbed, 
poured, sprinkled, or sprayed on, in- 
troduced into, or otherwise applied to 
the human body or any part thereof 
for cleansing, beautifying, promoting 
attractiveness, or altering the appear- 


ance, and (2) articles intended for 
use as a ecomponent of any such 
articles: except that such term shall 
ot include soap. 

(j) The term “official compend- 
ium” means the official United States 
Pha acopa@ia, official Homceopathic 
Pharmacop@ia of the United States, 


official National Formulary, 
supplement to any of them, 


or any 


(k) The term “label” means a dis- 
play of written, printed, or graphic 
matter upon the immediate container 
of any article; and a _ requirement 
made by or under authority of this 
Act that any word, statement, or 
other information appear on the label 
shall not be considered to be com- 
plied with unless such word, state- 
ment, or other information also ap- 
pears on the outside container or 


of the re- 
or is 


be, 
article, 


there 
such 


Wrapper, if 
tail 


any 
package of 


easily legible through the outside 
container or wrapper. 

(l) The term “immediate con- 
tainer’’ does not include package 
liners. 

(m) The term “labeling’’ means 
all labels and other written, printed, 
Or graphic matter (1) upon any 
article or any of its containers or 


wrappers, or 
articie, 

(n) If an 
misbranded 
misleading, 


(2) accompanying such 


article is alleged to be 
because the labeling is 
then in determining 
Whether the labeling is misleading 
there shall be taken into account 
(among other things) not only repre- 
Sentations made or suggested by 
Statement, word, design, device, or 
any combination thereof, but also the 
extent to which the labeling fails to 
reveal facts material in the light of 
Such representations or material with 
respect to consequences which may 
result from the use of the article to 
Which the labeling relates under the 
Conditions of use prescribed in the 
labeling thereof or under such con- 


a of use as are customary or 
1Sual, 


; (0) The representation of a drug, 
In its labeling, as an antiseptic shall 
be considered to be a representation 
that it is a germicide, except in the 
Case of a drug purporting to be, or 
represented as, an antiseptic for in- 
hibitory use as a wet dressing, oint- 
ment, dusting powder, or such other 
use as involves prolonged contact 
With the body, 

(Pp) The term “new drug’’ means— 
‘eis Any drug the composition of 

f 1 is such that such drug is not 
Senerally recognized, among experts 
qualified by scientific training and 
to evaluate the safety of 


experience 


drugs, as safe for use under the con- 
ditions prescribed, recommended, or 
suggested in the labeling thereof, ex- 
cept that such a drug not so recog- 
nized shall not be deemed to be a 
“new drug” if at any time prior to 
the enactment of this Act it was sub- 
ject to the Food and Drugs Act of 
June 30, 1906, as amended, and if at 
such time its labeling contained the 
same representations concerning the 
conditions of its use; or 

(2) Any drug the composition of 
which is such that such drug, as a 
result of investigations to determine 
its safety for use under such condi- 
tions, has become so recognized, but 
which has not, otherwise than in 
such investigations, been used to a 
material extent or for a material time 
under such conditions. 


CHAPTER III—PROHIBITED ACTS 
AND PENALTIES 
Prohibited Acts 


Sec. 301. The following acts and 
the causing thereof are hereby pro- 
hibited: 

(a) The introduction or delivery 
for introduction into interstate com- 
merce of any food, drug, device, or 
cosmetic that is adulterated or mis- 
branded, 

(b) The adulteration or misbrand- 


ing of any food, drug, device, or cos- 
metic in interstate commerce. 


(c) The receipt in interstate 
commerce of any food, drug, device, 
or cosmetic that is adulterated or 


misbranded, and the delivery or prof- 
fered delivery thereof for pay or 
otherwise. 

(d) The introduction 
for introduction into 
merce of any article 
section 404 or 505. 

(e) The refusal to permit access 
to or copying of any record as re- 
quired by section 703. 

(f) The refusal to 
or inspection as 
tion 704. 

(g) The manufacture within any 
Territory of any food, drug, device, 
or cosmetic that is adulterated or 
misbranded. 

(h) The giving of a guaranty or 
undertaking referred to in section 
303 (c) (2), Which guaranty or under- 
taking is false, except by a person 
who relied upon a guaranty or under- 
taking to the same effect signed by, 
and containing the name and address 
of, the person residing in the United 
States from whom he received in 
good faith the food, drug, device, or 
cosmetic; or the giving of a guaranty 
or undertaking referred to in section 
303 (c) (3), which guaranty or under- 
taking is false. 

(i) Forging, counterfeiting, simu- 
lating, or falsely representing, or 
without proper authority using any 
mark, stamp, tag, label, or other 
identification device authorized or re- 
quired by regulations promulgated 
under the provisions of section 404, 
406 (b), 504, or 604, 

(j) The using by 
his own advantage, or revealing, 
other than to the Secretary or of- 
ficers or employes of the Depart- 
ment, or to the courts when relevant 
in any judicial proceeding under this 
Act, any information acquired under 
authority of section 404, 505, or 704 
concerning any method or _ process 
which as a trade secret is entitled to 
protection, 

(k) The 


or delivery 
interstate com- 
in violation of 


permit entry 
authorized by sec- 


any person to 


alteration, mutilation, de- 
struction, obliteration, or removal of 
the whole or any part of the label- 
ing of, or the doing of any other act 
with respect to, a food, drug, device, 
or cosmetic, if such act is done while 
such article is held for sale after 
shipment in interstate commerce and 
results in such article being mis- 
branded. 

(1) The using, on the labeling of 
any drug or in any advertising relat- 
ing to such drug, of any representa- 
tion or suggestion that an applica- 
tion with respect to such drug is 
effective under section 505, or that 
such drug complies with the pro- 
visions of such section. 


Injunction Proceedings 


Sec. 302. (a) The district courts 
of the United States and the United 
States courts of the Territories shall 
have jurisdiction, for cause shown, 
and subject to the provisions of sec- 
tion 17 (relating to notice to opposite 
party) of the Act entitled “An Act to 
supplement existing laws against un- 
lawful restraints and monopolies, and 
for other purposes,” approved October 
15, 1914, as amended (U. S. C., 1934 
ed., title 28, sec. 381), to restrain 
violations of section 301, except para- 
graphs (e), (f), (h), (i), and (j). 

(b) In case of violation of an in- 
junction or restraining order issued 
under this section, which also con- 
stitutes a violation of this Act, trial 
shall be by the court, or, upon de- 
mand of the accused, by a jury. Such 
trial shall be conducted in accord- 
ance with the practice and procedure 
applicable in the case of proceedings 
subject to the provisions of section 
22 of such Act of October 15, 1914, 
as amended (U. S. C., 1934 ed., title 
28, sec. 387). 

Penalties 

Sec. 303. (a) Any person who vio- 

lates any of the provisions of section 


301 shall be guilty of a misdemeanor 
and shall conviction thereof be 


on 


subject to imprisonment for not more 
than one year, or a fine of not more 
than $1,000, or both such imprison- 
ment and fine; but if the violation is 
committed after a conviction of such 
person under this section has become 
final such person shall be subject to 
imprisonment for not more than three 
years, or a fine of not more than $10,- 
000, or both such imprisonment and 
fine. 

(b) Notwithstanding the provisions 
of subsection (a) of this section, in 
case of a violation of any of the pro- 


visions of section 301, with intent to 
defraud or mislead, the penalty shall 
be imprisonment for not more than 
three years, or a fine of not more 
than $10,000, or both such imprison- 
ment and fine. 

(c) No person shall be subject to 
the penalties of subsection (a) of 
this section, (1) for having received 
in interstate commerce any article 


and delivered it or proffered delivery 
of it, if such delivery or proffer was 
made in good faith, unless he refuses 
to furnish on request of an officer or 
employe duly designated by the Sec- 
retary the name and address of the 
person from whom he purchased or 
received such article and copies of 
all documents, if any there be, per- 
taining to the delivery of the article 


to him; or (2) for having violated 
section 301 (a) or (k), if he estab- 


lishes a guaranty or undertaking 
signed by, and containing the name 
and address of, the person residing 
in the United States from whom he 
received in good faith the article, to 
the effect, in case of an alleged vio- 
lation, of section 301 (a), that such 
article is not adulterated or mis- 
branded, within the meaning of this 
Act, designating this Act, or to the 
effect, in case of an alleged violation 
of section 301 (d), that such article 
is not an article which may not, 
under the provisions of section 404 or 
505, be introduced into interstate 
commerce; or (3) for having violated 
section 301 (a), where the violation 
exists because the article is adulter- 
ated by reason of containing a coal- 
tar color not from a batch certified in 
accordance with regulations promul- 
gated by the Secretary under this 
Act, if such person establishes a 
guaranty or undertaking signed by, 
and containing the name and address 
of, the manufacturer of the coal-tar 
color, to the effect that such color was 
from a batch certified in accordance 
with the applicable regulations prom- 
ulgated by the Secretary under this 
Act. 
Seizure 


Sec. 304. (a) 
drug, device, 
adulterated or 
troduced into 
commerce, or which may 
the provisions of section 404 or 505, 
be introduced into interstate com- 
merce, shall be liable to be proceeded 
against while in interstate commerce, 
or at any time thereafter, on libel of 
information and condemned in any 
district court of the United States 
Within the jurisdiction of which the 
article is found: Provided, however, 
That no libel for condemnation shall 
be instituted under this Act, for any 
alleged misbranding if there is pend- 


Any 
or cosmetic 
misbranded 
or while in 


article of food, 

that is 
when in- 
interstate 
not, under 


ing in any court a libel for con- 
demnation proceeding under this Act 
based upon the same alleged mis- 


branding, and not more than one such 
proceeding shall be instituted if no 
such proceeding is so pending, ex- 
cept that such limitations shall not 
apply (1) when such misbranding has 
been the basis of a prior judgment in 
favor of the United States, in a crim- 
inal, injunction, or libel for con- 
demnation proceeding under this Act, 


or (2) when the Secretary has prob- 
able cause to believe from. facts 
found, without hearing, by him or 


any officer or employe of the De- 
partment that the misbranded article 
is dangerous to health, or that the 
labeling of the misbranded article is 
fraudulent, or would be in a material 
respect misleading to the injury or 
damage of the purchaser or consumer. 
In any case where the number of 
libel for condemnation proceedings is 
limited as above provided the pro- 
ceeding pending or instituted shall, 
on application of the claimant, sea- 
sonably made, be removed for trial 
to any district agreed upon by stipu- 
lation between the parties, or, in case 
of failure to so stipulate within a rea- 
sonable time, the claimant may apply 
to the court of the district in which 
the seizure has been made, and such 
court (after giving the United States 
attorney for such district reasonable 
notice and opportunity to be heard) 
shall by order, unless good cause to 
the contrary is shown, specify a dis- 
trict of reasonable proximity to the 
claimant’s principal place of business, 


to which the case shall be removed 
for trial. 

(b) The article shall be liable to 
seizure by process pursuant to the 
libel, and the procedure in cases 
under this section shall conform, as 
nearly as may be, to the procedure 


in admiralty; except that on demand 
of either party any issue of fact 
joined in any such case shall be tried 
by jury. When libel for condemna- 
tion proceedings under this section, 
involving the same claimant and the 
Same issues of adulteration or mis- 
branding, are pending in two or more 
jurisdictions, such pending proceed- 


ings, upon application of the claim- 
ant seasonably made to the court of 
one such jurisdiction, shall be con- 
solidated for trial by order of such 
court, and tried in (1) any district 
selected by the claimant where one 
of such proceedings is pending; or 
(2) a district agreed upon by stipu- 
lation between the parties. If no 
order for consolidation is so made 
within a reasonable time, the claim- 
ant may apply to the court of one 
such jurisdiction, and such court 
(after giving the United States at- 
torney for such district reasonable 
notice and opportunity to be heard) 
shall by order, unless good cause to 
the contrary is shown, specify a dis- 
trict of reasonable proximity to the 
claimant’s principal place of business, 


in which all such pending proceed- 
ings shall be consolidated for trial 
and tried. Such order of consolida- 


tion shall not apply so as to require 
the removal of any case the date for 
trial of which has been fixed. The 
court granting such order shall give 
prompt notifeation thereof to the 
other courts aving jurisdiction of 
the cases covered thereby. 

(c) The court at any time after 
seizure up to a reasonable time before 
trial shall by order allow any party 
to a condemnation proceeding, his 
attorney or agent, to obtain a repre- 
sentative sample of the article seized, 
and as regards fresh fruits or fresh 
vegetables, a true copy of the analy- 
sis on which the proceedings are based 
and the identifying marks or num- 
bers, if any, of the packages from 
which the samples analyzed were ob- 
tained, 

(d) <Any food, drug, device, or cos- 
metic condemned under this section 
shall, after entry of the degree, be 
disposed of by destruction or sale as 
the court may, in accordance with the 
provisions of this section, direct and 
the proceeds thereof, if sold, less the 
legal costs and charges, shall be paid 
into the Treasury of the United 
States; but such article shall not be 
sold under such decree contrary to 
the provisions of this Act or the laws 
of the jurisdiction in which sold: 
Provided, That after entry of the 
decree and upon the payment of the 
costs of such proceedings and the 
execution of a good and sufficient 
bond conditioned that such article 
shall not be sold or disposed of con- 
trary to the provisions of this Act or 
the laws of any State or Territory in 
which sold, the court may by order 
direct that such article be delivered 
to the owner thereof to be destroyed 
or brought into compliance with the 
provisions of this Act under the 
supervision of an officer or employe 
duly designated by the Secretary, and 
the expenses of such supervision shall 
be paid by the person obtaining re- 
lease of the article under bond. Any 
article condemned by reason of its 
being an article which may not, under 
section 404 or 405, be introduced into 
interstate commerce, shall be dis- 
posed of by destruction. 

(e) When a decree of condemnation 
is entered against the article, court 
costs and fees, and storage and other 
proper expenses, shall be awarded 
against the person, if any, interven- 
ing as claimant of the article. 

(f) In the case of removal for trial 
of any case as provided by subsection 
(a) or (b)— 

(1) The clerk of the court from 
which removal is made shall promptly 
transmit to the court in which the 
case is to be tried all records in the 
case necessary in order that such 
court may exercise jurisdiction. 

(2) The court to which such case 
was removed shall have the powers 
and be subject to the duties, for pur- 
poses of such case, which the court 
from which removal was made would 
have had, or to which such court 
would have been subject, if such case 
had not been removed. 


Hearing Before Report of Criminal 
Violation 


Sec. 305. Before any violation of 
this Act is reported by the Secretary 
to any United States attorney for 
institution of a criminal proceeding, 
the person against whom such pro- 
ceeding is contemplated shall be 
given appropriate notice and an 
opportunity fo present his views, 
either orally or in writing, with re- 
gard to suchcontemplated proceeding. 


Report of Minor Violations 


Sec. 306. Nothing in this Act shall 
be construed as requiring the Secre- 
tary to report for prosecution, or for 
the institution of libel or injunction 
proceedings, minor violations of this 
Act whenever he believes that the 
public interest will be adequately 
served by a suitable written notice or 
warning. 


Proceedings in Name of United States; 
Prevision as to Subpoenas 


Sec. 307. All such proceedings for 
the enforcement, or to restrain viola- 
tions, of this Act shall be by and in 
the name of the United States. Not- 
withstanding the provisions of sec- 
tion 876 of the Revised Statutes, 
subpoenas for witnesses who are 
required to attend a court of the 
United States, in any district, may 
run into any other district in any 
such proceeding. 


CHAPTER IV—FOOD 
Definition and Standards for Food 
Sec. 401. Whenever in the judg- 

ment of the Secretary such action 
will promote honesty and fair dealing 
in the interest of consumers, he shall 
promulgate regulations fixing and 
establishing for any food, under its 


| 
common or 


usual name so far as 

practicable, a reasonable definition is 
and standard of identity, a reasonable rfl 
standard of quality, and/or reason- of 

able standards of fill of container: ma 
Provided, That no _ definition and a 
standard of identity and no standard 
of quality shall be established for 
fresh or dried fruits, fresh or dried 
vegetables, or butter, except that 
definitions and standards of identity 
may be established for avocadoes, 
cantaloupes, citrus fruits, and melons. 
In prescribing any standard of fill 
of container, the Secretary shall give 
due consideration to the natural 
shrinkage in storage and in transit 
of fresh natural food and to need for 
the necessary packing and protective 
material. In the prescribing of any 
standard of quality for any canned 
fruit or canned vegetable, considera- 
tion shall be given and due allowance ; 
made for the differing characteristics ne 
of the several varieties of such fruit 


or vegetable. In prescribing a defi- 4 ‘ 
nition and standard of identity for ie * 
any food or class of food in which me : 
optional ingredients are permitted, us 
the Secretary shall, for the purpose a “al 
of promoting honesty and fair deal- ae P 
ing in the interest of consumers, Be cae 
designate the optional ingredients 3 — 
which shall be named on the label. ea 
Any definition and standard of iden- a : 
tity prescribed by the Secretary for ; 


avocadoes, cantaloupes, citrus fruits, 
or melons shall relate only to ma- 
turity and to the effects of freezing. 


Adulterated Food 


Sec, 402. A food shall be deemed a ; 
to be adulterated— : io 

(a) (1) If it bears or contains any ; ‘ 
poisonous or deleterious substance a ‘ 4 
which may render it injurious to 
health; but in case the substance is 
not an added substance such food 
shall not be considered adulterated j 
under this clause if the quantity of 9 ‘ 
such substance in such food does not fe : 
ordinarily render it injurious’. to a pee: 
health; or (2) if it bears or contains cE Weber se 
any added poisonous or added dele- ; 22 
terious substance which is unsafe 
within the meaning of section 406; 
or (3) if it consists in whole or in 
part of any filthy, putrid, or decom- 
posed substance, or if it is otherwise 
unfit for food; or (4) if it has been 
prepared, packed, or held under in- 
Sanitary conditions whereby it may 
have become contaminated with filth, 
or whereby it may have been ren- 
dered injurious to health; or (5) if it 
is, in whole or in part, the product 
of a diseased animal or of an animal 
which has died otherwise than by 
slaughter; or (6) if its container is 
composed, in whole or in part, of any 
poisonous or deleterious substance 
which may render the contents in- 
jurious to health. 7 

(b) (1) If any valuable constituent : ce: 
has been in whole or in part omitted : 
or abstracted therefrom; or (2) if any 
substance has been substituted wholly 
or in part therefor; or (3) if damage 
or inferiority has been concealed in 
any manner; or (4) if any substance 
has been added thereto or mixed 
or packed therewith so as to increase : 
its bulk or weight, or reduce its : 
quality or strength, or make It appear . 
better or of greater value than it is. 

(c) If it bears or contains a coal- 
tar color other than one from a batch 
that has been certified in accordance 
with regulations or provided by sec- 
tion 406: Provided, That this para- r 
graph shall not apply to citrus fruit A 
bearing or containing a coal-tar color 
if application for listing of such color 
has been made under this Act and 
such application has not been acted 
on by the Secretary, if such color was 
commonly used prior to the enact- 
ment of this Act for the purpose of 
coloring citrus fruit. 

(d) If it its confectionery, and it 
bears or contains any alcohol or non- 
nutritive article or substance except 
harmless coloring, harmless flavoring, 
harmless resinous glaze not in excess 
of four-tenths of 1 per centum, natural 
gum, and pectin, Provided, That this 
paragraph shall not apply to any 
confectionery by reason of its con- 
taining less than one-half of 1 per 
centum by volume of alcohol derived 
solely from the use of flavoring 
extracts, or to any chewing gum by 
reason of its containing harmless 
nonnutritive masticatory substances. 

Sec. 403. A food shall be deemed 
to be misbranded— 

(a) If its labeling is false or mis- 
leading in any particular. 

(b) If it is offered for sale under 
the name of another food. 

(c) If it is an imitation of another 
food, unless its label bears, in type 
of uniform size and prominence, the 
word “imitation” and, immediately 
thereafter, the name of the food imi- 
tated. 

(d) If its container is so made, 
formed, or filled as to be misleading. 

(e) If in package form, unless it 
bears a label containing (1) the name 
and place of business of the manufac- 
turer, packer, or distributor; and (2) 
an accurate statement of the quantity 
of the contents in terms of weight, 
measure, or numerical count: Pro- 
vided, That under clause (2) of this 
paragraph reasonable variations shall 
be permitted, and exemptions as to 
small packages shall be established, 
by regulations prescribed by the Sec- 
retary. 

(f) If any word, statement, or other 


information required by or under 
authority of this Act to appear on 


the label or labeling is not promi- 
nently placed thereon with such con- 
spicuousness (as compared with other 
words, statements, designs, or devices, 
in the labeling) and in such terms 
as to render it likely to be read and 
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| Food and 


Drug Bill 


understood by the ordinary individual 
under customary conditions of pur- 
chase and use. 

(gz) If it purports to be or is repre- 
sented as a food for which a defini- 
tion and standard of identity has 
been prescribed by regulations as 
provided by section 401, unless (1) 
it conforms to such definition and 
standard, and (2) its label bears the 
name of the food specified in the defi- 
nition and standard, and, insofar as 
may be required by such regulations, 


the common names of optional in- 
gredients (other than spices, flavor- 
ing, and coloring) present in such 
food. 


(h) If it purports to be or is repre- 
sented as— 

(1) a food for which a standard of 
quality has been prescribed by regu- 


lations as provided by section 401, 
and its quality falls below’ such 
standard, unless its labe] bears, in 


such manner and form as such regu- 


lations specify, a statement that it 
falls below such standard; or 
(2) a food for which a standard 


or standards of fill of container have 
been prescribed by regulations as 
provided by section 401, and it falls 
below the standard of fill of container 
applicable thereto, unless its label 
bears, in such manner and form as 
such regulations specify, a statement 
that it falls below such standard. 

(i) If it is not subject to the pro- 
visions of paragraph (g) of this sec- 
tion unless its label bears (1) the 
common or usual name of the food, if 
any there be, and (2) in case it is 
fabricated from two or more ingredi- 
ents, the common or usual name of 
each such ingredient; except that 
spices, flavorings, and colorings, other 
than those sold as such, may be 
designated as spices, flavorings, and 
colorings without naming each; Pro- 
vided, That, to the extent that com- 
Pliance with the requirements of 
clause (2) of this paragraph is im- 
practicable, or results in deception or 
unfair competition, exemptions shall 
be established by regulations promul- 
xated by the Secretary. 

(j) If it purports to be or is repre- 
sented for special dietary uses, unless 
its label bears such information con- 
cerning its vitamin, mineral, and 
other dietary properties as the Secre- 
tary determines to be, and by regula- 
tions prescribe as, necessary in order 
fully to inform purchasers as to its 
value for such uses. 

(k) If it bears or contains any arti- 
ficial flavoring, artificial] coloring, or 
chemical preservative, unless it bears 
labeling stating that fact: Provided, 
That to the extent that compliance 
with the requirements of this para- 
graph is impracticable, exemptions 
shall be established by regulations 
promulgated by the Secretary. The 
provisions of this paragraph and para- 
graphs (g) and (i) with respect to 
artificial coloring shall not apply in 
the case of butter, cheese, or ice 
cream, 


Emergency Permit Control 


404. (a) Whenever the Secre- 
tary finds after investigation that the 
distribution in interstate commerce 
of any class of food may, by reason 
of contamination with micro-organ- 
isms during the manufacture, 
processing, or packing thereof in any 
locality, be injurious to health, and 
that such injurious nature cannot be 
adequately determined after such 
articles have entered interstate com- 
merce, he then, and in such case only 
shall promulgate regulations provid- 
ing for the issuance, to manufac- 
turers, processors, or packers of such 
class of food in such locality, of per- 
mits to which shall be attached such 
conditions governing the manufac- 
ture, processing, or packing of such 
class of food, for Such temporary 
period of time, as may be necessary 
to protect the public health; and 
after the effective date of such regu- 


Sec. 


lations, and during such temporary 
period, no person shall introduce or 
deliver for introduction into inter- 


State commerce any 
factured, processed, or packed by any 
such manufacturer, processor, or 
packer unless. such manufacturer 
processor, or packer holds a permit 
issued by the Secretary as provided 
by such regulations, 

(b) The Secretary is authorized to 
Suspend immediately upon notice any 
permit issued under authority of this 
section if it is found that any of the 
conditions of the permit have been 
Violated. The holder of a permit so 
Suspended shall be privileged at any 
time to apply for the reinstatement 
of such permit, and the Secretary 
shall, immediately after prompt hear- 
ing and an inspection of the estab- 
lishment, reinstate such permit if it 
is found that adequate measures have 
been taken to comply with and main- 
tain the conditions of the permit, as 
originally issued or as amended. 

(c) Any officer or employe duly 
designated by the Secretary shall 
have access to any factory or estab- 
lishment, the operator of which holds 
a permit from the Secretary, for the 
purpose of ascertaining whether or 
not the conditions of the permit are 


such food manu- 


being complied with, and denial of 
access for such inspection shall be 
ground for suspension of the permit 


such access is freely 
operator. 


until 
the 


given by 


Regulations Making Exemptions 

Sec. 405. The Secretary shall pro- 
mulgate regulations exempting from 
any labeling requirement of this Act 


(1) small open containers of fresh 
fruits and fresh vegetables and (2) 


food which is, in accordance with the 
practice of the trade, to be processed, 
labeled, or repacked in substantial 
quantities at establishments other 
than those where originally processed 
or packed, on condition that such 
tood is not adulterated or misbranded 
under the provisions of this Act upon 
removal from such processing, label- 
ing, or repacking establishment. 


Tolerances for Poisonous Ingredients 
in Food and Certification of Coal- 
Tar Colors for Food 


Sec. 406. (a) Any poisonous or 
deleterious substance added to any 
food, except where such substance is 
required in the production thereof or 
cannot be avoided by good manufac- 
turing practice shall be deemed to 
be unsafe for purposes of the appli- 
cation of clause (2) of section 402 
(a); but when such substance is so 
required or cannot be so avoided, the 
Secretary shall promulgate regula- 
tions limiting the quantity therein or 
thereon to such extent as he finds 
necessary for the protection of public 
health, and any quantity exceeding 
the limits so fixed shall also be 
deemed to be unsafe for purposes of 
the application of clause (2) of sec- 
tion 402 (a). While such a regula- 
tion is in effect limiting the quantity 
of any such substances in the case 
of any food, such food shall not, by 
reason of bearing or containing any 
added amount of such substance, be 
considered to be adulterated within 
the meaning of clause (1) of section 
402 (a). In determining the quantity 
of such added substance to be toler- 
ated in or on different articles of food 
the Secretary shall take into account 
the extent to which the use of such 
substance is required or cannot be 
avoided in the production of each 
such article, and the other ways in 
which the consumer may be affecteu 
by the same or other poisonous or 
deleterious substances. 

(b) The Secretary shall promulgate 
regulations providing for the listing 
of coal-tar colors which are harmless 
and suitable for use in food and for 


the certification of batches of such 
colors, with or without harmless 
diluents, 


CHAPTER V—DRUGS AND DEVICES 

Adulterated Drugs and Devices 

Sec. 501. A drug or device shall be 
deemed to be adulterated— 

(a) (1) If it consists in whole or 
in part of any filthy, putrid, or de- 
composed substance; or (2) if it has 
been prepared, packed, or held under 
insanitary conditions whereby it may 
have been contaminated with filth, or 
whereby it may have been rendered 
injurious to health; or (3) if it is 
a drug and its container is composed, 
in whole or in part, of any poisonous 
or deleterious substance which may 
render the contents injurious’. to 
health or (4) if it is a drug and it 
bears or contains, for purposes of 
coloring only, a coal-tar color other 
than one from a batch that has been 
certified in accordance with regula- 
tions as provided by section 504. 

(b) If it purports to be or is repre- 
sented as a drug the name of which 
is recognized in an official compen- 
dium, and its strength differs from, 
or its quality or purity falls below, 
the standard set forth in such com- 
pendium. Such determination as to 
strength, quality, or purity shall be 
made in accordance with the tests or 


methods of assay set forth in such 
compendium, except that whenever 
tests or methods of assay have not 


been prescribed in such compendium, 
or such tests or methods of assay as 
are prescribed are, in the judgment 
of the Secretary, insufficient for the 
making of such determination, the 
Secretary shall bring such fact to 
the attention of the appropriate body 
charged with the revision of such 
compendium, and if such body fails 
within a reasonable time to prescribe 
tests or methods of assay which, in 
the judgment of the Secretary, are 
sufficient for purposes of this para- 
graph, then the Secretary shall pro- 
mulgate regulations prescribing ap- 
propriate tests or methods of assay in 
accordance with which such determi- 
nation as to strength, quality, or 
purity shall be made. No drug de- 
fined in an official compendium shall 
be deemed to be adulterated under 
this paragraph because it differs from 
the standard of strength, quality, or 
purity therefor set forth in such com- 
pendium, if its difference in strength, 
quality, or purity from such standard 
is plainly stated on its label. When- 
ever a drug is recognized in both the 
United States Pharmacopoeia and the 
Homeopathic Pharmacopeia of the 
United States it shall be subject to 
the requirements of the United States 
Pharmacope@ia unless it is labeled and 
offered for sale as a homcopathic 
drug, in which case it shall be sub- 
ject to the provisions of the Homeo- 
pathic Pharmacope@ia of the United 


States and not to those of the United 
States Pharmacopeia, 

(c) If it is not subject to the pro- 
visions of paragraph (b) of this sec- 
tion and its strength differs from, or 
its purity or quality falls below, that 
which it purports or is represented 
to possess. 

(d) If it is a drug and any sub- 
stance has been (1) mixed or packed 
therewith so as to reduce its quality 
or strength or (2) substituted wholly 
or in part therefor. 


Misbranded Drugs and Devices 


502, A drug or device shall be 
deemed to be misbranded— 

(a) If its labeling is false 
leading in any particular. 

(b) If in package form unless it 
bears a label containing (1) the name 
and place of business of the manu- 
facturer, packer, or distributor; and 
(2) an accurate statement of the 
quantity of the contents in terms of 
weight, measure, or numerical count: 
Provided, That under clause (2) of 
this paragraph reasonable variations 
shall be permitted, and exemptions 
as to small packages shall be estab- 
lished, by regulations prescribed by 
the Secretary. i 

(c) If any word, statement, or other 


Sec. 


or mis- 


information required by or under 
authority of this Act to appear on 
the label or labeling is not prom- 


inently placed thereon with such con- 
spicuousness (as compared with other 


words, statements, designs, or de- 
vices, in the labeling) and in such 
terms as to render it likely to be 


read and understood by the ordinary 


individual under customary condi- 
tions of purchase and use. 
(d) If it is for use by man and 


contains any quantity of the narcotic 
or hypnotic substance alpha eucaine, 
barbituric acid, beta-eucaine, bromal, 
cannabis, carbromal, chloral, coca, 
cocaine, codeine, heroin, marihuana, 
morphine, opium, paraldehyde, peyote, 
or sulphonmethane; or any chemical 
derivative of such substance, which 
derivative has been by the Secretary, 
after investigation, found to be, and 
by regulations designated as, habit 
forming; unless its label bears the 
name, quantity, and percentage of 
such substance or derivative and in 
juxtaposition therewith the statement 
“Warning—May be habit forming.” 
(e) If it is a drug and is not desig- 
nated solely by a name recognized in 
an official compendium unless its 
label bears (1) the common or usual 
name of the drug, if such there be, 
and (2), in case it is fabricated from 
two or more ingredients, the common 
or usual name of each active ingredi- 
ent, including the quantity, kind, and 
proportion of any alcohol, and also 
including, whether active or not, the 
name and quantity or proportion of 
any bromides, ether, chloroform, 
acetanilid, acetphenetidin, amido- 
pyrine, antipyrine, atropine, hyoscine, 
hysocyamine, arsenic, digitalis, digi- 
talis glucosides, mercury, cuabain, 
strophanthin, strychnine, thyroid, or 
any derivative or preparation of any 


such substances, contained therein: 
Provided, That to the extent that 
compliance with the requirements of 
clause (2) of this paragraph is im- 
practicable, exemptions shall be 
established by regulations promul- 
gated by the Secretary. 

(f) Unless its labeling bears (1) 
adequate directions for use; and (2) 


such adequate warnings 
in those pathological 
by children where its 
dangerous to health, or 
safe dosage or methods or duration 
of administration or application, in 
such manner and form, as are neces- 
sary for the protection of users: Pro- 
vided, That where any requirement 
of clause (1) of this paragraph, as 
applied to any drug or device, is not 
necessary for the protection of the 
public health, the Secretary shall pro- 
mulgate regulations exempting such 
drug or device from such require- 
ment, 

(gz) 1f it purports to be a drug the 
name of which is recognized in an 
official compendium, unless it is pack- 
aged and labeled as_ prescribed 
therein: Provided, That the method of 
packing may be modified with the 
consent of the Secretary. Whenever 
a drug is recognized in both the 
United States Pharmacope@ia and the 
Homeopathic Pharmacope@ia of the 
United States, it shall be subject to 
the requirements of the United States 
Pharmacopeia with respect to pack- 
aging and labeling unless it is labeled 
and offered for sale as a homceopathic 
drug, in which case it shall be sub- 
ject to the provisions of the Homeco- 
pathic Pharmacopwia of the United 
States, and not to those of the United 
States Pharmacopeeia. 

(h) If it has been found by the 
Secretary to be a drug liable to de- 
terioration, unless it is packaged in 
such form and manner, and its label 
bears a statement of such precau- 
tions, as the Secretary shall by regu- 
lations require as necessary for the 
protection of the public health. No 
such regulation shall be established 
for any drug recognized in an official 
compendium until the Secretary shall 
have informed the appropriate body 
charged with the revision of such 
compendium of the need for such 
packaging or labeling requirements 
and such body shall have failed 
within a reasonable time to prescribe 
such requirements, 

(i) (1) If it is a drug and its con- 
tainer is so made, formed, or filled 
as to be misleading; or (2) if it is an 
imitation of another drug; or (3) if it 


against use 
conditions or 
use may be 
against un- 


is offered for sale under the name of 
another drug. 

(j) If it is dangerous to 
when used in the dosage, or 
frequency or duration 
recommended, or 
labeling thereof. 


health 
with the 
prescribed, 
suggested in the 


Exemptions in Case of Drugs and 


Devices 

Sec. 503. (a) The Secretary is 
hereby directed to promulgate regu- 
lations exempting from any labeling 
or packaging requirement of this Act 
drugs and devices which are, in 
accordance with the practice of the 
trade, to be processed, labeled, or 


repacked in substantial quantities at 
establishments other than those 
where originally processed or packed, 
on condition that such drugs and 
devices are not adulterated or mis- 
branded under the provisions of this 
Act upon removal from such process- 
ing, labeling, or repacking establish- 
ment, 

(b) A drug dispensed on a written 
prescription signed by a physician, 
dentist, or veterinarian (except a 
drug dispensed in the course of the 
conduct of a business of dispensing 
drugs pursuant to diagnosis by mail), 
shall if— 

(1) such physician, dentist, 
veterinarian is licensed by law 
administer such drug, and 

(2) such drug bears a label con- 
taining the name and place of busi- 
ness of the dispenser, the serial num- 
ber and date of such prescription, and 
the name of such physician, dentist, 
or veterinarian, be exempt from the 
requirements of section 502 (b) and 
(e), and (in case such prescription 
is marked by the writer thereof as 
not refillable or its refilling is pro- 
hibited by law) of section 502 (d). 


or 
to 


Certification of Coal-Tar Colors for 
Drugs 


Sec. 504. The Secretary shall pro- 
mulgate regulations providing for the 
listing of coal-tar colors which are 
harmless and suitable for use in 
drugs for purposes of coloring only 
and for the certification of batches 
of such colors, with or without harm- 
less diluents, 


New Drugs 


Sec. 505. (a) No person shall intro- 
duce or deliver for introduction into 
interstate commerce any new drug, 
unless an application filed pursuant 
to subsection (b) is effective with 
respect to such drug. 

(b) Any person may file with the 
Secretary an application with respect 
to any drug subject to the provisions 
of subsection (a). Such person shall 
submit to the Secretary as a part of 
the application (1) full reports of 
investigations which have been made 
to show whether or not such drug is 
safe for use; (2) a full list of the 
articles used as components of such 
drug; (3) a full statement of the 
composition of such drug; (4) a full 
description of the methods used in, 
and the facilities and controls used 
for, the manufacture, processing, and 
packing of such drug; (5) such sam- 
ples of such drug and of the articles 
used as components thereof as the 
Secretary may require; and (6) speci- 
mens of the labeling proposed to be 
used for such drug. 

(c) An application provided for in 
subsection (b) shall become effective 
on the sixtieth day after the filing 
thereof unless prior to such day the 
Secretary by notice to the applicant 
in writing postpones the effective date 
of the application to such time (not 
more than one hundred and eighty 
days after the filing thereof) as the 
Secretary deems necessary to enable 


him to study and investigate the 
application. 
(d) If the Secretary- finds, after 


due notice to the applicant and giving 
him an opportunity for a_ hearing, 
that (1) the investigations, reports of 
which are required to be submitted 
to the Secretary pursuant to subsec- 
tion (b), do not include adequate tests 
by all methods reasonably applicable 
to show whether or not such drug is 
safe for use under the conditions pre- 
scribed, recommended, . ‘uggested 
in the proposed labeling tuereof; (2) 
the results of such tests show that 
such drug is unsafe for use under 
such conditions or do not show that 
such drug is safe for use under such 
conditions; (3) the methods used in, 
and the facilities and controls used 
for, the manufacture, processing, and 
packing of such drug are inadequate 
to preserve its identity, strength, 
quality, and purity; or (4) upon the 
basis of the information submitted to 
him as part of the application, or 
upon the basis of any other informa- 
tion before him with respect to such 
drug, he has insufficient information 
to determine whether such drug is 
safe for use under such conditions, he 
shall, prior to the effective date of 
the application, issue an order refus- 
ing to permit the application to 
become effective. 

(e) The effectiveness of an applica- 
tion with respect to any drug shall, 
after due notice and opportunity for 
hearing to the applicant, by order of 
the Secretary be suspended if the Sec- 
retary finds (1) that clinical experi- 
ence, tests by new methods, or tests 
by methods not deemed reasonably 
applicable when such application be- 
came effective show that such drug 
is unsafe for use under the conditions 
of use upon the basis of which the 
application became effective, or (2) 
that the application contains any 
untrue statement of a material fact. 
The order shall state the findings 
upon which it is based, 


(f) An order refusing to permit ap 
application with respect to any drug 
to become effective shall be revokeg 
whenever the Secretary finds that the 
facts so require. 

(g) Orders of the Secretary issueq 
under this section shall be served (1) 
in person by any officer or employe 
of the department designated by the 
Secretary or (2) by mailing the order 
by registered mail addressed to the 
applicant or respondent at his last. 
known address in the records of the 
Secretary. 

(h) An appeal may be taken by the 
applicant from an order of the Secre. 
tary refusing to permit the application 
to become effective, or suspend. 
ing the effectiveness of the applica. 


tion. Such appeal shall be taken by 
filing in the district court of the 
United States within any district 


wherein such applicant resides or has 
his principal place of business, or jy 
the District Court of the United 
States for the District of Columbia, 
within sixty days after the entry of 
such order, a written petition praying 
that the order of the Secretary be ser 
aside. A copy of such petition sha)! 
be forthwith served upon the Secre. 
tary, or upon any officer designated 
by him for that purpose, and there. 
upon the Secretary shall certify ang 
file in the court a transcript of the 
record upon which the order com. 
plained of was entered. Upon the 
filing of such transcript such court 
shall have exclusive jurisdiction to 
affirm or set aside such order. No 
objection to the order of the Secre- 
tary shall be considered by the court 
unless such objection shall have been 
urged before the Secretary or unless 
there were reasonable grounds for 
failure so to do. The finding of the 
Secretary as to the facts, if supported 
by substantial evidence, shall be con- 
clusive. If any person shall apply to 
the court for leave to adduce addi- 
tional evidence, and shall show to the 
satisfaction of the court that such 
additional evidence is material and 
that there were reasonable grounds 
for failure to adduce such evidence in 
the proceeding before the Secretary, 
the court may order such additional 
evidence to be taken before the Sec- 
retary and to be adduced upon the 
hearing in such manner and upon 
such terms and conditions as to the 
court may seem proper. The Secre- 
tary may modify his findings as to 
the facts by reason of the additional 
evidence so taken, and he shall file 
with the court such modified findings 
which, if supported by substantial 
evidence, shall be conclusive, and his 
recommendation, if any, for the set- 
ting aside of the original order. The 
judgment and decree of the court 
affirming or setting aside any such 
order of the Secretary shall be final, 
subject to review as provided in sec- 
tions 128, 239, and 240 of the Judicial 
Code, as amended (U. S. C., 1934 ed, 
title 28, secs. 225, 346, and 347), and 
in section 7, as amended, of the Act 
entitled “An Act to establish a Court 
of Appeals for the District of Colum- 
bia,” approved February 9, 1893 (D.C. 
Code, title 18, sec. 26). The com- 
mencement of proceedings under this 
subsection shall not, unless specifi- 
cally ordered by the court to the con- 
trary, operate as a stay of the Secre- 
tary’s order. 

(i) The Secretary shall promulgate 
regulations for exempting from the 
operation of this section drugs in- 
tended solely for investigational use 
by experts qualified by scientific 
training and experience to investigate 
the safety of drugs. 


CHAPTER VI—COSMETICS 
Adulterated Cosmetics 


Sec. 601. A cosmetic shall be deemed 
to be adulterated— 

(a) If it bears or contains any poi- 
sonous or deleterious substance which 
may render it injurious to users 
under the conditions of use prescribed 
in the labeling thereof, or under such 
conditions of use as are customary 
or usual: Provided, That this provi- 
sion shall not apply to coal-tar hair 
dye, the label of which bears the fol- 
lowing legend conspicuously displayed 
thereon: “Caution—This product con- 
tains ingredients which may cause 
skin irritation on certain individuals 
and a preliminary test according to 
accompanying directions should first 
be made. This product must not be 
used for dyeing the eyelashes or eyé- 
brows; to do so may cause blindness, 
and the labeling of which bears ade- 
quate directions for such preliminary 
testing. For the purposes of this 
paragraph and paragraph (e) the 
term “hair dye” shall not include eyé- 
lash dyes or eyebrow dyes. : 

(b) If it consists in whole or 12 
part of any filthy, putrid, or decom- 
posed substance. 

(c) If it has been prepared, packed, 
or held under insanitary conditions 
whereby it may have become contam- 
inated with filth, or whereby it may 


have been rendered injurious t? 
health. 
(d) If its container is composed. 


in whole or in part, of any poisonous 
or deleterious substance which may 
render the contents injurious ‘ 
health, 

(e) If it is not a hair dye and it 
bears or contains a coal-tar color 
other than one from a batch that has 
been certified in accordance with 
regulations as provided by section 
604. 


Misbranded Cosmetics 
Sec. 602. A cosmetic shall be deemed 
to be misbranded— 
(a) If its labeling is false or mis- 
leading in any particular. , 
(b) If in package form unless 
(Continued on Page 22) 
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Food and 


Drug Bill | 


| 


(Continued from Page 20) 
bears a label containing (1) the name 
and place of business of the manufac- 
turer, packer, or distributor; and (2) 


an accurate statement of the quan- 
tity of the contents in terms of 
weight, measure, or numerical count: 
Provided, That under clause (2) of | 


this paragraph reasonable variations 
shall be permitted, and exemptions as 
to small packages shall be estab- 
lished, by regulations prescribed by 
the Secretary. 

(c) If any word, statement, or other 
information required by or under 
authority of this Act to appear on the 
label or labeling is not prominently 
placed thereon with such conspicuous- 
ness (as compared with other words, 
statements, designs, or devices, in the 
labeling) and in such terms as to 
render it likely to be read and under- 


stood by the ordinary individual 
under customary conditions of pur- 
chase and use. 

(d) If its container is so made, 


formed, or filled as to be misleading. 
Regulations Making Exemptions 
Sec. 603. The Secretary shall pro- 
mulgate regulations exempting from 
any labeling requirement of this Act 
cosmetics which are, in accordance 
with the practice of the trade, to be 


processed, labeled, or repacked in 
substantial quantities at establish- 
ments other than those where orig- 


inally processed or packed, on condi- 
tion that such cosmetics are not 
adulterated or misbranded under the 
provisions of this Act upon removal 
from such processing, labeling, or re- 
packing establishment, 

Cosmetics 


Certification of Coal-Tar Colors for 

Sec, 604. The Secretary shall pro- 
mulgate regulations providing for the 
listing of coal-tar colors which are 
harmless and suitable for use in cos- 
meties and for the certification of 
batches of such colors, with or with- 
out harmless diluents. 


CHAPTER VII—GENERAL ADMIN- 
ISTRATIVE PROVISIONS 
Regulations and Hearings 

Sec. 701. (a) The authority to pro- 
mulgate regulations for the efficient 
enforcement of this Act, except as 
otherwise provided in this section, is 
hereby vested in the Secretary. 

(b) The Secretary of the Treasury 
and the Secretary of Agriculture shall 
jointly prescribe regulations for the 
efficient enforcement of the provisions 
of section 801, except as otherwise 
provided therein. Such regulations 
shall be promulgated in such manner 
and take effect at such time, after 
due notice, as the Secretary of Agri- 
culture shall determine. 

(c) Hearings authorized or required 
by this Act shall be conducted by the 
Secretary or such officer or employe 
as he may designate for the purpose. 


(d) The definitions and standards 
of identity promulgated in accord- 
ance with the provisions of this Act 


shall be effective for the purposes of 
the enforcement of this Act, notwith- 
standing such definitions and stand- 
ards as may be contained in other 
laws of the United States and regu- 
lations promulgated thereunder. 

(e) The Secretary, on his own 
initiative or upon an application of 
any interested industry or substantial 
portion thereof stating reasonable 
grounds therefor, shall hold a public 
hearing upon a _ proposal to. issue, 
amend, or repeal any regulation con- 
templated by any of the following 
sections of this Act: 401, 403 (j), 404 
(a), 406 (a) and (b), 501 (b), 502 (d), 
502 (h), 504, and 604. The Secretary 
shall give appropriate notice of the 
hearing, and the notice shall set forth 
the proposal in general terms and 
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|specify the iime and place fora public 


hearing to be held thereon not less 
than thirty days after the date of 
the notice, except that the public 


hearing on regulations under section 
1404 (a) may be held within a reason- 
able time, to be fixed by the Secretary, 
after notice thereof. At the hearing 
ljany interested person may be heard in 
person or by his representative. ‘AS 
soon as practicable after completion 
of the hearing, the Secretary shall by 
order make public his action in issuing, 


amending, or repealing the regulation 
or determining not to take such 
action. The Secretary shall base his 


order only on substantial evidence of 
record at the hearing and shall set 
forth as part of the order detailed 
findings of fact on which the order 1s 
based. No such order shall take 
effect prior to the ninetieth day after 
it is issued, except that if the Secre- 
tary finds that emergency conditions 
exist necessitating an earlier effective 
date, then the Secretary shall specify 
in the order his findings as to such 
conditions and the order shall take 
effect at such earlier date as the Sec- 
retary shall specify therein to meet 
the emergency. 

(f) (1) In a case of actual contro- 
versy as to the validity of any order 
under subsection (e), any person who 
will be adversely affected by such 
order if placed in effect may at any 
time prior to the ninetieth day after 
such order is issued file a petition 
with the Circuit Court of Appeals of 
the United States for the circuit 
wherein such person resides or has 
his principal place of business, for a 
judicial review of such order, The 
summons and petition may be served 
at any place in the United States. 
The Secretary, promptly upon service 
of the summons and petition, shall 
certify and file in the court the trans- 


cript of the proceedings and the 
record on which the Secretary based 
his order. 


(2) If the petitioner applies to the 
court for leave to adduce additional 
evidence, and shows to the satisfac- 
tion of the court that such additional 
evidence is material and that there 
were reasonable grounds for the fail- 
ure to adduce such evidence in the 
proceeding before the Secretary, the 
court may order such additional evi- 
dence (and evidence in rebuttal 
thereof) to be taken before the Sec- 
retary, and to be adduced upon the 
hearing, in such manner and upon 
such terms and conditions as to the 
court may seem proper. The Secre- 
tary may modify his findings as to 
the facts, or make new findings, by 
reason of the additional evidence so 
taken, and he shall file such modified 
or new findings, and his recommenda- 
tion, if any, for the modification or 
setting aside of his original order, 
with the return of such additional 
evidence. 

(3) The court shall have jurisdic- 
tion to affirm the order, or to set it 
aside in whole or in part, temporarily 
or permanently. If the order of the 
Secretary refuses to issue, amend, or 
repeal a regulation and such order is 
not in accordance with law the court 
shall by its judgment order the Sec- 
retary to take action, with respect to 
such regulation, in accordance with 
law. The findings of the Secretary 
as to the facts, if supported by sub- 
stantial evidence, shall be conclusive. 

(4) The judgment of the court 
affirming or setting aside, in whole or 
in part, any such order of the Secre- 
tary shall be final, subject to review 
by the Supreme Court of the United 
States upon certiorari or certification 
as provided in sections 239 and 240 
of the Judicial Code, as amended. 

(5) Any action instituted under this 
subsection shall survive notwith- 
standing any change in the person 
occupying the office of Secretary or 
any vacaney in such office. 

(6) The remedies provided for in 
this subsection shall be in addition to 
and not in substitution for any other 
remedies provided by law. 

(g) A certified copy of the trans- 
cript of the record and proceedings 
under subsection (e) shall be fur- 
nished by the Secretary to any inter- 
ested party at his request, and pay- 
ment of the costs thereof, and shall 
be admissible in any criminal, libel 
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for condemnation, exclusion of im- 
ports, or other proceeding arising 
under or in respect to this Act, irre- 


spective of whether proceedings with 
respect to the order have previously 
been instituted or become final under 
subsection (f). 


Examinations and Investigations 


Sec. 702. (a) The 
authorized to conduct examinations 
and investigations for the purposes 
of this Act through officers and em- 
ployees of the Department or through 


Secretary is 


any health, food, or drug officer or 
employee of any State, Territory, or 
political subdivision thereof, duly 
commissioned by the Secretary as an 
officer of the Department, In the 
case of food packed in a Territory the 
Secretary shall attempt to make in- 
spection of such food at the first 
point of entry within the United 


States when, in his opinion and with 
due regard to the enforcement of all 
the provisions of this Act, the facili- 
ties at his disposal will permit of 
such inspection. For the purposes of 
this subsection the term “United 
States” means the States and the 
District of Columbia, 

(b) Where a sample of a food, drug, 
cosmetic is collected for analysis 
under this Act the Secretary shall, 
upon request, provide a part of such 
official sample for examination or 
analysis by any person named on the 
label of the article, or the owner 
thereof, or his attorney or agent; ex- 
cept that the Secretary is authorized 
by regulations, to make such reason- 
able exceptions from, and impose 
such reasonable terms and conditions 
relating to, the operation of this sub- 
section as he finds necessary for the 
proper administration of the provi- 
sions of this Act. 

(c) For purposes of enforcement of 
this Act, records of any department 
or independent establishment in the 
executive branch of the Government 
shall be open to inspection by any 
official of the Department of Agri- 
culture duly authorized by the Secre- 
tary to make such inspection. 


Records of Interstate Shipment 


Sec. 703, For the purpose of 
enforcing the provisions of this Act, 
carriers engaged in interstate com- 
merce, and persons receiving food, 
drugs, devices, or cosmetics in inter- 
state commerce or holding such arti- 
cles so received, shall, upon the re- 
quest of an officer or employe duly 
designated by the Secretary, permit 
such officer or employee, at reason- 
able times, to have access to and to 
copy all records showing the move- 
ment in interstate commerce of any 
food, drug, device, or cosmetic, or 
the holding thereof during or after 
such movement, and the quantity, 
shipper, and consignee thereof; and 
it shall be unlawful for any such 
carrier or person to fail to permit 
such access to and copying of any 
such record so requested when such 
request is accompanied by a _ state- 
ment in writing specifying the nature 
or kind of food, drug, device, or cos- 
metic to which such request relates. 
Provided, That evidence obtained 
under this section shall not be used 
in a criminal prosecution of the per- 
son from whom obtained: Provided 
further, That carriers shall not be 
subject to the other provisions of this 
Act by reason of their receipt, 
riage, holding, or delivery 
drugs, devices, or cosmetics 
usual course of business 


car- 
of food, 

in the 
as carriers. 
Factory Inspection 


Sec. 704. For purposes of enforce- 
ment of this Act, officers or employes 
duly designated by the Secretary, 
after first making request and obtain- 
ing permission of the owner, opera- 
tor, or custodian thereof, are author- 
ized (1) to enter, at reasonable times, 
any factory, warehouse, or establish- 
ment in which food, drugs, devices, 
or cosmetics are manufactured, proc- 
essed, packed, or held, for introduc- 
tion into interstate commerce or are 
held after such introduction, or to 
enter any vehicle being used to trans- 
port or hold such food, drugs, devices, 
or cosmetics in interstate commerce; 
and (2) to inspect, at reasonable 
times, such factory, warehouse, estab- 
lishment, or vehicle and all pertinent 
equipment, finished and unfinished 
materials, containers, and labeling 
therein, 

Publicity 


Sec. 705. 
cause to be 


(a) The Secretary 
published from 
time reports summarizing all judg- 
ments, decrees, and court orders 
which have been rendered under this 
Act, including the nature of the 
charge and the disposition thereof. 
(b) The Secretary may also cause 
to be disseminated information re- 
garding food, drugs, devices, or cos- 
metics in situations involving, in the 
opinion of the Secretary, imminent 
danger to health or gross deception 
of the consumer. Nothing in this sec- 
tion shall be construed to prohibit the 
Secretary from collecting, reporting, 
and illustrating the results of the 
investigations of the Department. 


shall 
time to 


Cost of Certification of Coal-Tar 
Colors 


Sec. 706. The admitting’ to listing 
and certification of coal-tar colors, 
in accordance with regulations pre- 
scribed under this Act, shall be per- 
formed only upon payment of such 
fees, which shall be specified in such 
regulations, as may be necessary to 


provide, maintain, and equip an ade- 
quate 


service for such purposes. 


CHAPTER VIII—IMPORTS AND 
EXPORTS 

Sec. 801. (a) The Secretary of the 
Treasury shall deliver to the Secre- 
tary of Agriculture, upon his request, 
samples of food, drugs, devices, and 
cosmetics which are being imported 
or offered for import into the United 
States, giving notice thereof to the 
owner or consignee, who may appear 
before the Secretary of Agriculture 
and have the right to introduce testi- 


mony. If it appears from the exami- 
nation of such samples or otherwise 
that (1) such article has been manu- 


factured, processed, or packed under 
insanitary conditions, or (2) such 
article is forbidden or restricted in 
sale in the country in which it was 
produced or from which it Was ex- 
ported, or (3) such article is adul- 
terated, misbranded, in violation 
of section 505, then such article shall 
be refused admission. This para- 
graph shall not be construed to pro- 
hibit the admission of narcotic drugs 
the importation of which is permitted 
under section 2 of the Act of May 26, 
1922, as amended (U. S. C., 1934 edi- 


or 


tion, title 21, sec. 173). 
(b) The Secretary of the Treasury 


shall refuse delivery to the consignee 
and shall cause the destruction of any 
such article refused admission, unless 
such article is exported by the con- 
signee within three months from the 
date of notice of such refusal, under 


such regulations as the Secretary 
of the Treasury may prescribe: Pro- 
vided, That the Secretary of the 


Treasury may deliver tothe consignee 
any such article pending examination 
and decision in the matter on execu- 
tion of a bond as liquidated damages 
for the amount of the full invoice 
value thereof together with the duty 
thereon and on refusing for any cause 
to return such article or any part 
thereof to the custody of the Secre- 
tary of the Treasury when demanded 
for the purpose of excluding it from 
the country or for any other purpose, 


such consignee shall forfeit the full 
amount of the bond as liquidated 
damages, 


(c) All charges for storage, cartage, 
and labor on any article which is 
refused admission or delivery shall 
be paid by the owner or consignee 
and in default of such payment shall 
constitute a lien against any future 
importations made by such owner or 
consignee. 

(d) A food, drug, device, or cos- 
metic intended for export shall not be 
deemed to be adulterated or mis- 
branded under this Act if it (1) 
accords to the specifications of the 
foreign purchaser, (2) is not in con- 
flict with the laws of the country to 
which it is intended for export, and 
(3) is labeled on the outside of the 
shipping package to show that it is 
intended for export. But if such arti- 
cle is sold or offered for sale in do- 
mestic commerce, this subsection 
shall not exempt it from any of the 
provisions of this Act. 


CHAPTER IX—MISCELLANEOUS 
Separability Clause 


901. If any provision of this 
declared unconstitutional, or 
the applicability thereof to any per- 
son or circumstances is held invalid, 
the constitutionality of the remainder 
of the Act and the applicability 
thereof to other persons and circum- 
stances shall not be affected thereby. 
Effective Date and Repeals 

Sec. 902. (a) This Act shall take 
effect twelve months after the date 
of its enactment. The Federal Food 
and Drugs Act of June 30, 1906, as 
amended (U. S. C., 1934 ed., title 
21, sees. 1-15), shall remain in force 
until such effective date, and, except 
as otherwise provided in this subsec- 
tion, is hereby repealed effective upon 
such date: Provided, That the pro- 
visions of section 701 shall become 
effective on the enactment of this 
Act, and thereafter the Secretary is 
authorized hereby to (1) conduct 
hearings and to promulgate regula- 
tions which shall become effective on 
or after the effective date of this Act 
as the Secretary shall direct, and (2) 
designate prior to the effective date 
of this Act food having common or 
usual names and exempt such food 
from the requirements of clause (2) 
of section 403 (i) for a reasonable 
time to permit the formulation, pro- 
mulgation, and effective application 
of definitions and standards of iden- 
tity therefor as provided by section 
401: Provided further, That sections 
502 (j), 505, and 601 (a), and all other 
provisions of this Act to the extent 
that they may relate to the enforce- 
ment of such sections, shall take 
effect on the date of the enactment 
of this Act, except that in the case 
of a cosmetic to which the proviso of 
section 601 (a) relates, such cosmetic 
shall not, prior to the ninetieth day 
after such date of enactment, be 
deemed adulterated by reason of the 
failure of its label to bear the legend 
prescribed in such proviso: Provided 


Sec. 
Act is 


further, That the Act of March 4, 
1923 (U. S. C., 1934 ed., title 21, sec. 


6; 42 Stat. 1500, ch. 268) defining but- 
ter and providing a standard there- 
for; the Act of July 24, 1919 (U. S. G., 
1934 ed., title 21, sec. 10; 41 Stat. 271, 
ch. 26), defining wrapped meats as in 
package form; and the amendment to 
the Food and Drugs Act, section 10A, 
approved August 27, 1935 (U. S. C., 
1934 ed., Sup. III, title 21, sec. 14a), 
shall remain in force and effect and 
be applicable to the provisions of this 
Act. 

(b) Meats and meat food products 
shall be exempt from the provisions 


of this Act to the extent of the appli- 


a 


Dr. Fishbein 
Wins AMA Vote 
of Confidence 


San Francisco, June 22.—The ae. 
tion of the American Medical Asgo. 
ciation’s house of delegates who 
voted down a request to employ a 
public relations counsel when in cop- 
vention here last week was viewed 
today as a complete endorsement of 
Dr. Morris Fishbein, editor of the 
Journal of the American Medical As. 
sociation and a major spokesman for 
the group, as well as a clear indica. 
tion of organized medicine’s attitude 
toward publicity. 

Prior to the convention Dr. Fish. 
bein had come in for considerable 
criticism because of the heavy dis. 
play advertising supporting his new 
book, “Modern Home Medical Ag¢. 
viser,” and his syndicated newspaper 
column. As reported in ADVERTISIN¢ 
AGE May 30, New Jersey delegates to 
the AMA convention were instructed 
to introduce a resolution requesting 
Dr. Fishbein to confine his writings 
to the association’s officia! publica- 
tions. 


Book Heavily Advertised 


It was viewed as somewhat para- 
doxical that Dr. Fishbein, who has 
been termed “advertising’s severest 
friendly critic,” should encounter dif. 
ficulty because of the display adver. 
tising backing his own book which 
appeared in many leading news. 
papers. 

At the convention last week, Dr. 
Fishbein told ADVERTISING AGE that 
he expected to continue his syndicate 
and other writings and that, as far 
as he knew, there would be no 
change in the advertising and pro- 
motion of his book. 

The reference committee of the 
convention emphasized that the asso- 
ciation was in “complete harmony as 
to purposes and objectives,” and that 
“any apparent lack of harmony in 
the ranks of organized medicine is 
not based on truth, but is due to 
attempts to discredit that large group 
who from the time of Esculapius has 
contributed so much to human life 
and happiness.” 


cation or the extension thereto of the 
Meat Inspection Act, approved March 
4, 1907, as amended (U. S. C., 1934 ed. 
title 21, secs. 71-91; 34 Stat. 1260 et 
seq.). 

(c) Nothing contained 
shall be construed as 
affecting, modifying, repealing, or 
superseding the provisions of the 
virus, serum, and toxin Act of July 
1, 1902 (U. S. C., 1934 ed., title 42, 
chap. 4); the Filled Cheese Act of 
June 6, 1896 (U. S. C., 1934 ed., title 
26, ch. 10), the Filled Milk Act of 
March 4, 1923 (U. S. C., 1934 ed., title 
21, ch. 3, secs. 61-63); or the Import 
Milk Act of February 15, 1927 (U.S. 
C., 1934 ed., title 21, ch. 4, secs, 141- 
149). 

(d) In order to carry out the pro- 
visions of this Act which take effect 
prior to the repeal of the Food and 
Drugs Act of June 30, 1906, as 
amended, appropriations available for 
the enforcement of such Act of June 
30, 1906, are also authorized to be 
made available to carry out such pro- 
visions, 


in this 
in any 


Act 
way 


STOCK PHOTOS 


Thousands of ready-to-use illus- 
trations, on all subjects, are 
available for your inspection. 
Write, wire or phone 


KAUFMANN 
& FABRY CO. 


425 S. Wabash Avenue + Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK, 
Phone Bryant 9-6682 
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RESORT HOTELS 
DEVOTE 5% OF 
INCOME TO ADS 


New York, June 21.—Resort ho- 
tels of the better type spend ap- 
proximately five per cent of their 
vross income for advertising, ac- 
cording to a survey just announced 
here by Wales Advertising Com- 
pany, specialist in tourist advertis- 
ing. The study was made with the 
cooperation of 15 hotels in 11 
states and Bermuda as an adjunct 
to “The Tourist Dollar,” the fourth 
edition of an international travel 
survey issued last week by Wales. 

The resort hotel study, believed 
to be the first comprehensive 
analysis ever undertaken to show 
how much leading resort hotels ac- 
tually pay for advertising, publicity, 
and promotion, revealed that all but 
one of those replying use cash ad- 
vertising in both magazines and 
newspapers with magazines being 
slightly preferred. Six of the 15 
use due-bill advertising, with maga- 
zines selling twice as much space in 
that manner as newspapers. Nine 
use outdoor copy and three radio. 

The survey revealed a great va- 
riety of hotel accounting systems, 
some including in the cost of ad- 
vertising such items as sports tour- 
naments, historical research, spe- 
cial entertainment, contests, musi- 
cal festivals, traveling expense of 
representatives, and cost of main- 
taining out-of-town offices. 

There is no uniform method for 
charging due-bills to advertising. 
For purposes of obtaining a grand 
average, the standard hotel rate was 
used. Convention promotion is an- 
other expense about which there is 
no uniformity of accounting. In fig- 
uring gross annual income, all re- 


MAY SALES OF CHAIN STORES 


May May % Gain 5 Months 5 Months oOo Gain 
, Company 1938 1937 or Loss 1938 1937 or Loss 
ee PV CCT ET Cee Te $ 2,193,397 $ 2,541,745 —13.7 $ 9,914,447 $ 9,574,426 + 3.5 
ee tok i haw ake uke 7,214,231 8,617,454 —16.3 32,655,800 34,647,842 —5.7 
Ua Se 2,382,525 2,825,839 —15.7 *9,105,715 *10,0738,329 —9.6 
ee 10,862,364 13,000,561 —16.4 52,437,040 56,025,960 —6.4 
Ts a a os wi 6,506,672 7,006,639 —7.1 29,747,804 31,557,183 —5.7 
tKroger Groc. & Baking Co. 18,260,648 20,026,370 —9.0 90,291,414 98,865,507 —9.0 
NE Sr 3,001,235 3,651,429 —17.8 11,731,793 12,562,405 —6.6 
Oe eee ee 2,909,385 3,265,958 —10.9 14,524,120 15,016,033 —3.2 
McLellan Stores ..........6.¢ 1,666,879 1,947,718 —14.4 *6,013,406 *6,521,095 —7.8 
ee cease ieee cen 3,159,580 3,626,432 —12.8 14,571,940 15,156,919 —3.8 
SO errr rr 1,539,192 2,108,552 —27.0 6,969,839 7,870,749 —11.4 
pO) a 3,723,665 4,267,112 —12.7 16,386,379 17,234,157 —4.9 
7 Sy Sp. Saar 18,853,047 22,821,561 —17.3 84,973,174 93,056,570 —8.6 
Peoples Drug Stores ........ 1,718,572 1,893,364 —9.2 8,709,533 9,155,870 —4.4 
§Safeway Stores ............ 27,975,462 29,313,358 —4.5 137,526,811 141,505,644 —2.8 
en eS ere 1,080,543 1,323,167 —18.3 4,460,157 4,935,047 —9.6 
+Sears, Roebuck & Co....... 42,496,947 49,936,464 —14.9 149,275,098 164,248,689 —9.1 
ONS SO EE 4,501,566 4,916,782 —8.4 17,676,823 19,948,336 —11.4 
Walgreen Company ........ 5,253,456 5,664,306 —7.3 27,103,324 27,246,571 —0.5 
Ward, Montgomery, & Co.... 36,149,558 39,140,008 —7.6 125,773,869 136,327,259 —T7.7 
Western Auto Supply Co.... 2,793,000 3,391,000 —17.6 11,283,000 11,879,00 —5.0 
a errs 22,714,431 24,562,000 —7.5 109,906,960 109,642,929 +0.2 
A eee eee $226,956,355 $255,847,819 —11.3 $971,038,440 $1,033,051,520 —6.0 
tFour months. §Covers four and 20-week periods ended May 14. 
*Covers four and 20-week periods ended May 21, +Covers four and 16-week periods ended May 21. 


ceipts from guests for whatever 
service or products were included. 
Percentages of promotion ex- 
pense to total income varied for the 
individual hotels from 8.4 per cent 
down to 2 per cent, with year-round 
hotels naturally being bracketed in 
the higher group. Hotels which are 
able to use cooperative advertising 
spend less than isolated resorts. 
Similarly, institutions in resort re- 
gions which benefit by paid promo- 
tion of transportation lines or state 


organizations also spend less than 
average. 
One of the interesting develop- 


ments uncovered by the research is 
a strong leaning toward direct mail. 
Whereas four out of the 15 spend 
nothing for advertising, every one 
uses some sort of “literature.” The 
grand average obtained for this type 
promotion was 1.07 per cent, exceed- 
ing all other individual figures ex- 
cept that for paid magazine linage. 
Cash newspaper advertising was 
just short of 1 per cent of gross in- 
come. 


Protzmann Advanced 


Henry Protzmann, formerly sales 
manager, has been named vice-presi- | 
dent in charge of sales for Harvard | 
Brewing Company, Lowell, Mass. 


Water Specs 
Latest Appeal 
for Swimmers 


New York, June 21.—The Ameri- 
can Spectacle Company, maker of 
Azurine sun glasses and Moto-Glas 
auto goggles, has expanded its line 
by introducing Aqua-Gog glasses for 
swimmers. The new patented prod- 
uct, only now being marketed na- 
tionally after months of experimen- 
tation, enables bathers to protect 
their eyes from salt or chlorinated 
pool water as well as to swim with 
eyes open in fresh water. 

Patented Aqua-Gog glasses fit 
snugly against the face by means ofa 
suction cup which prevents water 
from leaking in, and an adjustable 
head strap helps keep the goggles in 
place. A pair of these glasses weighs 
less than three ounces, and retails 
for a dollar. Available colors include 
red, blue, green, tan, and white. 

The manufacturer plans no promo- 
tion for the time being, pending more 
complete distribution and _ greater 
production facilities, but cooperative 
advertising through dealer outlets 


has already begun. The goggles are 
sold through sporting goods houses, 
department and drug stores. 

The American Spectacle Company 
joined the ranks of national adver- 
tisers for the first time in its 65-year 
history this summer upon introduc- 
tion of consumer copy in five popular 
magazines for Azurine sun glasses. 
(ADVERTISING AGE, May 30.) Edwin 
M. Phillips & Co. is the agency. 


Sales Managers to 


Meet in Philadelphia 


The National Federation of Sales 
Executives has selected Philadelphia 
as the scene of its 1939 convention, 
President J. C. Aspley, Chicago, an- 
nounced last week. 

The dates are June 5-7. Frank E. 
Ballantyne, Automobile Club of Phil- 
adelphia, is general chairman of the 
convention committee. 


Distributes Booklets 


Supplementing its newspaper pro- 
motion for safe driving, which in- 


volves a $50,000 prize contest 
(ADVERTISING AGE, May 9), Tide 
Water Associated Oil Company, 


New York, has distributed 12,000,- 
000 safety booklets through Tydol 


and Veedol dealers. Lennen & 
Mitchell, Ine., New York, is the 
agency. 


Powerful Copy 
Builds Cult of 
‘Mail ‘Messiah’ 


(Continued from Page 10) 
Moscow, the News-Review, with its 
job press which printed 75,000,000 
pieces of “Psychiana’”’ literature in 
1937. 

He quickly admits he has wasted 
considerable money experimenting 
with advertising, but he claims to 
sell courses to 15 per cent of those 
who reply to the first advertisement 
—and this, he says, is an easy 
world record. He uses nine follow- 
ups in direct mail campaigns, the 
first six a week apart, the last three 
30 days apart. The vast majority 
of enrollments are received on the 
first follow-up. He uses two colors 
on mailing pieces, thinks color is a 
waste in newspapers and magazines, 
and finds it unprofitable to spend 
more than 50 cents per reply for 
advertising. 

Dubbed “Mail-order Messiah” and 
sometimes compared to P. T. Bar- 
num, Dr. Robinson worries little 
about criticism, but continues to re- 
gard himself as a rare combination 
of business executive, religious lead- 
er and advertising man. 

(And you might be interested in 
knowing that when he decided to 
get a new car a year or so ago, he 
sold his old Dusenberg to Mae 
West.) 


Cc desl Potential 


Louis F. Clark, sales promotion 
manager of Arkansas Fuel Oil Com- 
pany, Shreveport, La., has been ap- 
pointed Arkansas division manager 
in Little Rock. 


To Larchar-Horton 


Darrell Prutzman, formerly with 
Rickard & Co., New York, has joined 
Larchar-Horton Company, Provi- 
dence, as director of marketing on 


the plan board. 


48,600 MINNEAPOLIS-ST. PAUL RADIO HOMES 
—surveyed by Crossley -agree with 3,000,000 Northwest listeners: 


It’s no news to anyone that only WCCO de- 
livers the entire Northwest market. Every- 
one agrees that WCCO, with its 50,000 watt 
clear channel transmission—and only WCCO 
—covers all the big Northwest. 


But now Crossley confirms WCCO’s dom- 
inance in urban Minneapolis and St. Paul, 
too. The biggest rad* -tudy ever conducted 
in the Twin Cities definitely proves that 
WCCO delivers peak audiences in the Twin 
Cities as well as in the Northwest. Here’s 
what Crossley found: 


1. Night and day—for all seven days—W CCO 
led with more first place mentions (by half 
hour periods) than any other radio station in 
the Twin Cities— Minneapolis and St. Paul. 


WCCO IS THE FAVORITE STATION! 


2. In the important daytime hours—8 in the 
morning until 6 in the evening—the first 
place votes for WCCO exceeded those of any 
other station by more than 18%! 


Think only of the populous Twin Cities, and 


WCCO is the buy. Add to it the tremendous 
bonus coverage of all the Northwest that 
ONLY WCCO can supply —and the “dollar 
for dollar value” of WCCO is beyond all 
competition. The clear cut preference of lis- 
teners for WCCO in the Twin Cities as well 


as in the Northwest stamps WCCO as the 


New York + Chicago + Detroit + Milwaukee + Birmingham *« Los Angeles + San Francisco 


one-station-buy to do every radio advertis- 
ing job in these important markets. 


* 48,600 coincidental telephone interviews — 14 
hours a day—7 days of the week of April 3, 1938. 


WCCO : 50,000 WATTS - MINNEAPOLIS-ST. PAUL - A CBS KEY STATION 


Owned and operated by the Columbia Broadcasting System. Represented by Rapio SA.gEs: 
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Texaco Doubles 
Space As Drive 
Goes Into High 


New York, June 22.—-Summing up| 
the story which Texaco advertising | 
has been telling since the first of 
the year, a four-page splurge in colors 
will be used by The Texas Company 
in The Saturday Evening Post, Col- 
lier’s and Time during July. Usual 
insertions in the current campaign 
have been two pages. 

Four principal selling points have 
formed the theme of Texaco adver- 
tising copy this year and each of 
these is to be given full-page treat- 
ment in the July copy, claimed by 
the company to be “the biggest na- 
tional magazine advertisement ever 
run in the history of the oil indus- 
try.” The points are: 

First, quality of product-——‘‘Fire- 
Chief, an‘exceptional gasoline.” Sec- 
ond, “circle service,” which means a 
check-up all around the car, includ- 
ing tire inflation, cleaning of wind- 
shield and rear windows, filling 
radiator, etc. Third, registered rest 
rooms, inspected and supervised by 
the famous Texaco “white patrol.” 
Fourth, “courtesy from the gentle- 
men who serve you.” 

While the July copy is strictly 
product advertising, rather than in- 
stitutional, it follows closely behind 
the adoption of a resolution by Texas 
Company stockholders, calling for a 
large-scale institutional campaign to 
combat the problem of steadiiy 
mounting taxes. (ADVERTISING AGE, 
May 16.) Newell-Emmett Company 
handles the account. 


Skillet, Seas 
Key Appeal in 
Seminole Drive 


New York, June 21.—-A double-fea- 
ture premium offer is the basis of 
a new campaign being launched this 
week by Seminole Paper Corpora- 
tion. Daily newspapers will be used 
every other week until Labor Day 
and the list, national in scope, will 
cover 85 cities. Space to be used 
will alternate between 100 and 180 
lines. Paris & Peart is the agency. 

The premium offer gives purchas- 
ers a choice between sets of Ever- 
sharp shears and scissors, and selec- 
tions of Revere solid copper cooking 
utensils. Four Seminole wrappers 
and 50 cents are good for a pair of 
shears or a skillet and other items 
are offered on a like basis. 


ARE YOU SELLING 


FUN? 


100 PEPPY PHOTO EYE’ 
CATCHERS... . ALL 
LINES OF BUSINESS yoy 


Proofs and Details of Trial 
Subscription Free on Request. 


PHOTOMATS few’ vor 


 —— 


5 Getting Personal 


Robert Shannon, who prides himself on being called “Bob” by his 
fellow workers of RCA Mfg. Company, told some 500 associates feting 
him at testimonial dinner that their “friendly and whole-hearted co- 


operation” made possible his rise 
from the Irish immigrant boy of 
25 years ago to his present 
status as v.p., g.m., and a new 
director of RCA. Larry Morris, 
v.p. and gen’l atty, was toastmas- 
ter and made the presentation 
of a gold watch and pipe. Henry 
C. Bonfig, commercial v.p., Tom 
Joyce, a.m., and Vance Woodcox, 
v.p., were other speakers. . . 

Blessed events don’t wait on 
conventions, as Bob Kenny, N. Y. 
rep. of Walter Baker & Co., 
learned recently. He scuttled 
back and forth between the hos- 
pital and the Waldorf, managing 
to miss neither the arrival of his 
daughter nor the big doings of 
the Nat’l Confectioners Assn... 
Another proud father is Cord 
Palmer, McCall's promotion aide, 
what with a bouncing baby boy 
to crow about these days. . . 


Bruce Barton hasn’t forgot- 
ten the lessons he learned as an 
adman before becoming a Con- 
gressman. Recently he reminded 
constituents of their diligent rep- 
resentative by writing that his of- 
fices in Washington and New 
York will remain open all summer 
to aid voters. 


LINKS VICTOR 


A. O. (Dutch) Feldon, Western man- 
ager of Liberty, who emerged winner in 
the recent Agate Club tournament, and 
who is aiming at the championship of 
the Sunset Ridge Country Club, Chicago. 


And when Barton mentions his N. Y. office these days, 
he’s not referring to BBDO either. . . 


Norman Olds, a.m., Perfection Stove Company, shot the 11th hole at 


Canterbury Golf Club, Cleveland, in one last week. 


Witnesses were 


Bob Richardson, Liberty, and Al Degen, True Story... 


Lawton Campbell, Ruthrauff & 


Ryan v.p., is in Hollywood to plan 


fall Jolson and Robinson air shows with “Tiny” Ruffner, coast v.p. . . 
Luis Dillon, asst. to Henry Clark in McCann-Erickson’s Buenos Aires 
office, lands in N.Y. soon on furlough. . . Walter H. Annenberg, Phila- 
delphia Inquirer v.p. and son of publisher M. L. Annenberg, married 
Ronny Dunkelman, of Toronto, June 26. They'll honeymoon in Hono- 


i) ae 


Speaking of Philadelphia publishers, Robert McLean, of Bulletin 
fame, was honored by his Princeton classmates of 1913 as the out- 


standing member of the “25 years out” class. 


He received a loving cup 


in recognition of his recent elevation to AP prexy, capping a career that 
began as a reporter and included periods as typesetter, space salesman, 
and in the circulation and business departments. . 


Martin O. Kahn, a.m., Jane Engle, Inc., embarked on the Normandie 


for a month in Europe. 


. . Newsweek president J. Malcolm Muir and 
wife are laying plans for daughter Eleanor’s coming debut. 


She hustled 


back from Europe to get ready. . . George Gladden, artist-engineer for 
Audio commercial films, is vacationing in Bermuda, while his Audio con- 
frere, E. G. Wagner, secretary-treasurer, is celebrating his 20th anni- 


versary with Bell Telephone and affiliates. . . 


Henry Luce, Time, re- 


turned to New York via the Queen Mary last week.. . 

Edward J. Rohn, Cecil, Warwick & Legler, married Elizabeth Boeh- 
men, of St. Louis, in New York last week. .. Mike Masnik, N. Y. State 
mgr., Browne Vintners Company, said “yes’’ to Rose Londa, secretary 
of Jos. H. Reinfeld, wholesale liquor distributor of Newark. . . 


Bob MacDougall, Architectural 
in pairs these days. The missus 
bubbling boys. 


DOG A GUINEA PIG? 


Frederick W. Duerr, Seattle manager for 

Ruthrauff & Ryan, tries out new Hop 

Gold beer on his favorite dog, Boots. 
Of course, Hop Gold is a client. 


nation. 


Record b.m., is handing out cigars 
recently presented him with two 


She and the boys are doing fine, but Bob hasn’t recov- 


ered yet. H. E. Childs, AR prom. 
mgr., suggests that perhaps Mrs. 
Mae obliged to commemorate re- 
cent merging of Architect € 
Architecture with AR. To stretch 
the twin motif, he adds that Jim 
Fitch and Rog Sherman of the 
editorial staff had twin appendec- 
tomies. .. 


Roy Harlow, sales division, 
Yankee-Colonial Network, has 
completed his new home in Dux- 
bury, Mass., and will now have a 
new place to continue his hobby 
of conducting chemical experi- 
ments with tomatoes. . . Speak- 
ing of hobbies, Ralph Harring- 
ton, a. m., General Tire & Rub- 
ber Company, really goes in for 
candid camera picture taking in 
a big way. He takes three dimen- 
sion stereoscope pictures, which 
he finishes up himself. . . 

Temple H. Black, recently 
elected president of Loyola Uni- 
versity Alumni Association, has 
found his duties as radio director 
of Fitzgerald Advertising Agency, 
New Orleans, too arduous. to 
leave time for much outside ac- 
tivity and has tendered his resig- 


.. Soulard Johnson, promotion mgr., KMOX, St. Louis, and Mary 


Frances Zuber, St. Louis, are one. . . 

George H. Morden, North Shore Press, was honored by the North 
Vancouver Board of Trade in recognition of 30 years’ service to the 
organization and was given a life membership in the Board. . . 

Add honorary degrees: Frank M. O’Brien, editor of the New York 
Sun, received an honorary degree of doctor of letters from Manhattan 


College, New York. He’s been with the Sun since 1904. 


Hamlin, formerly b. m., 


And Conde 


New York Herald Tribune, received an honor- 


ary degree from Union College, Schenectady. . . 


DOUBLE EFFORT 


WILL MARK NEW 


LAMP CAMPAIGN 


“Light Conditioning” Theme 
of Fall Drive 


Cleveland, June 21.—The biggest 
fall advertising campaign ever un- 
dertaken in behalf of I.E.S. Better 
Sight Lamps, representing an expan- 
sion of 100 per cent over last year’s 
big seasonal drive, will be conducted 
during October and November by 
General Electric, Westinghouse and 
the I.E.S. Better Sight Lamp Makers 
group. 

During the two-month period every 
issue of Collier's, Liberty and The 
Saturday Evening Post will carry 
the advertising story, with inser- 
tions also scheduled to appear in 
American Home, American Magazine, 
Cosmopolitan, Good Housekeeping, 
Ladies’ Home Journal, McCall's, Red- 
book, Time and Woman’s Home Com- 
panion, Local public utility com- 
panies will tie in with newspaper 
space and outdoor posters and spot 
radio will also be utilized. Theme 
of the entire promotion will be 
“Light Conditioning.” 

As a result of a contest conducted 
last winter, a new group of “Blue 
Ribbon Lamps” will be featured this 
fall. Designers, decorators, students 
and others entered the nationwide 
contest for designing the most beau- 
tiful I.E.S. lamp. Three committees 
acted as judges including a commit- 
tee from the American Institute of 
Architects, the American Institute of 
Decorators and Designers, and the 
Illuminating Engineering Society. 
Twelve awards were offered, and 
13 given because of a tie, for the 
several different styles and periods. 
Prize awards totaling $2,000 drew 
hundreds of entries in the contest. 

All the accepted designs are being 
copyrighted and distributed to I.E.S. 
Better Sight Lamp makers who are 
free to produce them. The designs 
are divided into two groups, repre- 
senting higher and lower prices. 
They will be publicized and known 
as “Blue Ribbon Lamps” and will 
bear blue ribbons on which the 
award and committees acting as 
judges will be brought out. The de- 
signs prove that beautiful lamps 
need not necessarily be expensive, 
and can be manufactured at reason- 
able cost. The new “Blue Ribbon” 
line and other I.E.S. Better Sight 
Lamps will be exhibited at the Chi- 
cago and New York lamp shows in 
July. They will be on the market 
in August. : 

In addition to the show exhibits, 
the new I.E.S. lamps will be mer- 
chandised to dealers through per- 
sonal salesmanship and trade papers. 
Foster & Davies Ine., Cleveland, 
handles the I.E.S. advertising pro- 
gram. 


Reach Gets Banks 


Chas. Dallas Reach Company, 
Newark, has been appointed to di- 
rect the advertising of Asbury Park 
National Bank & Trust Company, 
Asbury Park, N. J., and Jenkintown 
Bank & Trust Company, Jenkintown, 
Pa. Bryant Griffin is account execu- 
tive. 


Sly Gadget to. 
Tell How Your 


Vitamins Fare 


New York, June 23.—Visitors 4; 
the four Standard Brands building, 
on the grounds of the New Yop; 
World’s Fair in 1939 will be able ty 
push buttons to see whether the) 
daily diet contains the prope 
amount of vitamins, or Mount ope 
of a battery of stationary bicycles 
to exercise and see how much ep. 
ergy is provided by bread, or relay 
in a landscaped open-air theater an 
watch the broadcast of a Standarq 
Brands radio show. 

Among the other novel features 
of the company’s four pavilions noy 
being built will be a 100-foot jjlp. 
minated tower, continuous mariop. 
ette shows of Standard Brands 
radio programs in which Edgar Ber. 
gen and Charlie McCarthy, Rudy 
Vallee, Don Ameche, and others yjj! 
be portrayed in miniature, a mode 
bakery in operation, and an open-air 
tea garden. 

A large fountain flooded with aj 
colors of the rainbow will be built 
at the approach to the main build. 
ing, and the entertainment and dis. 
play features will be so arranged 
that 2,000 fair-goers can be accom. 
modated at one time. The exhibits 
will cover about an acre. 

Products of the company will be 
shown in manufacturing and distri. 
bution operations, including Fleisch. 
mann’s yeast, Chase & Sanborn 
coffee, Tender Leaf tea, Royal des. 
serts and baking powder. S. R. 
Snapp is in charge of plans and op. 
erations of the exhibit. J. Walter 
Thompson Company, agency for 
Standard Brands, is assisting. 


Joshing Labels 
Make Hardlers 
‘Take It Easy’ 


Cincinnati, June  23.— Because 
stern warnings failed to impress 
truckmen and shipping clerks with 
the need for handling furniture with 
care, Globe-Wernicke Company has 
discovered a new approach which ap- 
parently is bringing results. 

Under the supervision of C. W. 
Hamilton, sales promotion manager, 
a series of “kidding” labels was de- 
vised which are not only inspiring 
more genteel treatment but also 
drawing favorable comments from 
customers and transportation com: 
panies. The first four labels prepared 
read as follows: 

“Thanx. Treat this high grade 
office furniture the same as your 
wealthy old maid aunt (handle with 
care). 

“How to win friends—handle this 
office furniture with care. 

“Help us celebrate: “Be kind to 
high grade office furniture year.”— 
Handle this with care. 

“Let me down easy boys—custom: 
ers are kicking—thanx.” 


Issues Consumer Analysis 


The Madison Newspapers, Madisot. 
Wis., will issue “I Buy Quiz,” al 
analysis of consumer purchasing 
habits, July 1. The study, conducted 
by Associated Consultants, Ine. 
Madison, contains 36 classifications 
showing the volume and brands o 
merchandise most frequently used 
by 15,950 Madison families. 
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Chevents- 
WRINKLING 
CURLING 
SHRINKING 


LAYOUTS + DUMMIES - MASKING 
PHOTO MOUNTING « every paper 
joining need. 

TRY BEST-TEST FOR CLEAN, SPEEDY RESULTS 


AT ALL DEALERS 


FOR FREE SAMPLE, WRITE 


UNION RUBBER & ASBESTOS CoO. 
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CASH BONUSES 
SPUR PROGRESS 
OF FAIR TRADE 


Advertisers Offer Aid to En- 
forcement Groups 


New York, June 23.—Highlighting 
a series of developments which en- 
couraged supporters of fair trade 
laws here this week was the an- 
nouncement that financial assistance 
would be furnished to fair trade com- 
mittees in the drug field by Houbig- 
ant and Cheramy, importers and 
manufacturers of perfumes, toiletries 
and cosmetics. 

Effective at once, and continuing 
until] Sept. 1, every Houbigant and 
Cheramy order blank will be accom- 
panied by a blank check for the 
druggist to fill out, payable to his 
state fair trade committee. The 
amount of the check will depend 
upon the size of the order. On a 
$50 net Houbigant order the drug- 
gist may draw a check for $3; $1.25 
on a $25 Houbigant order; $1.75 on a 
$30 Cheramy order and 75 cents on 
a $15 Cheramy order. 

Houbigant or Cheramy will pay 90 
per cent of the amount of the check 
to the fair trade committee in the 
state from which the check comes 
and the other ten per cent to the ad- 
visory committee of the National As- 
sociation of Retail Druggists. In 
states which have no fair trade laws, 
the 90 per cent share will be turned 
over to state associations for the 
promotion of the cause. 


Enforcement Solution 


Fair trade enforcement is far bet- 
ter organized in the drug field than 
in any other and there are enforce- 
ment agencies actively at work in 
every one of the 43 states which 
have adopted fair trade laws. The 
problem of financing these agencies 
will be solved, in some measure, by 
the Houbigant-Cheramy  contribu- 
tions, depending, of course, upon the 
volume of business done in these 
lines this summer, 

Other developments along the fair 
trade front this week included a fav- 
orable Supreme Court decision in 
Brooklyn, and preparation by drug- 
gists and grocers in New Jersey to 
operate under the new fair sales act, 
passed by the legislature over the 
governor’s veto and effective on 
July 4. 

The store in Brooklyn against 
which an injunction was obtained was 
Rothstein’s Department Store and 
the action was brought by a group of 
twelve retail druggists. They charged 
in their complaint that Rothstein’s 
was using nationally advertised prod- 
ucts as “loss leaders” to the demoral- 
ization of small business men in the 
neighborhood. 

The New Jersey law was spon- 
sored by the state retail grocers as- 
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sociation and is aimed at the use of 
“loss leaders” in chain stores. The 
law provides that no retailer may 
sell any commodity below cost and 
while it was disapproved by Gov- 
ernor Moore early in June, the law 
makers repassed it just before the 
session closed. 


Charge Loss Leader Sales 


In another case, a decision unfav- 
orable to fair trade operation was 
obtained by R. H. Macy & Co. It 
was a reversal of a Supreme Court 
injunction which a retail radio deal- 
er had obtained to prevent the sale 
of Philco sets below contract prices. 
Macy argued that the Philco fair 
trade contract was uncertain and 
vague and on that ground won the 
case. 

In connection with the case, how- 
ever, it was learned that all radio 
manufacturers have since established 
new contracts specifying definitely 
both retail prices and trade-in allow- 
ances on old sets. Dealers have been 
notified that these contracts will be 
strictly enforced. 


Edgar Mason Heads 
Pittsburgh Ad Club 


Edgar D. Mason, vice-president of 
Albert P. Hill, Inc., Pittsburgh, has 
been elected president of Pittsburgh 
Advertising Club. Other new officers 
are Ray Brown, Rayart Studios, vice- 
president, and Eric Johnson, Penn 
Mutual Life Insurance, treasurer. 

J. A. Cullison, advertising man- 
ager, National Fireproofing Com- 
pany, was re-elected secretary. Di- 
rectors include C. C. Conners, assist- 
ant advertising manager, Aluminum 
Company of America; Paul Rathert, 
advertising manager, Donahoe’s, Inc., 
and Charles G. Mallon, superintend- 
ent, printing department, Hotel 
William Penn. 


Mohr to Kleen-Stik 


as Vice-President 


Lee J. Mohr, formerly Western ad- 
vertising manager of the New York 
News, has joined Kleen-Stik Prod- 
ucts, Inc., as vice-president in charge 
of sales. He will be located in the 
Chicago office. 

Kleen-Stik pressure-sensitive gum- 
ming, formerly introduced through 
franchise holders only, is now avail- 
able to all advertisers through print- 
ers and lithographers. 


Introduces Necotypes 


Northwestern Electrotype Com- 
pany, Menasha, Wis., has introduced 
Necotypes, light-weight flexible multi- 
graph plates which can be run in 
either direction on the multigraph 
cylinder. Under normal use, they will 
run 150,000 impressions. 


Sets Exhibit Dates 


The fourth annual Atlantic Coast 
Premium Exposition will be held 
Sept. 12-16 in conjunction with the 
semi-annual meeting of the Premium 
Advertising Association at the Hotel 
Astor, New York. 


Appoints Lewin 


Girard-Perregaux & Co., New York, 
has appointed A. W. Lewin Com- 
pany, Inc., Newark, N. J., a8 agency. 
Advertising this fall will appear in 
class publications, featuring the gen- 


Zimmon to Stereotyper 


Louis H. Zimmon has joined Gil- 
liams & Rubin, Inc., New York, 
stereotyper. 


Model Village 
Draws Support 
of Advertisers 


(Continued from Page 1) 


manufacturers to display a complete 
line of products, all in the proper 
setting and explained by attendants. 
One house will be of modern design, 
in the $6,500 class, another a colonial 
at $9,500, and the third an English 
at $12,500. 

One of the novel features of this 
promotional scheme is that visitors 
will pay admission to see manufac- 
tured products and hear their merits 
explained. A ten-cent fee has been 
charged since the opening of the 
first home, serving to exclude people 
not interested enough in latest de- 
velopments for the home to pay to 
see them. 

Every visitor will be given a maga- 
zine “America at Home,” which ex- 
plains the idea, pictures the products 
of supporting companies, and carries 
paid advertising. Besides a com- 
plete list of sponsoring companies, 
the book contains pictures and ar- 
ticles by Mr. Oppenheimer, the deco- 
rator, builder and gardener. 

All exhibitors pay a flat fee based 


on the amount of display of their 
products, and all contracts are for 
two years. Services in addition to 
the display and explanation of each 
product include the magazine, a 
weekly bulletin, records pertaining 
to consumer comments and reaction, 
and names of all who make special 
inquiries about particular products. 


Plan Consumer Surveys 


One of the important uses which 
sponsoring companies are expected to 
make of the exhibition is to conduct 
consumer surveys. 

Among the exhibitors are: Ameri- 
can Gas Association, Armstrong Cork 
Company, Bigelow-Sanford Carpet 
Company, Borden Sales Company, 
Cannon Mills, Inc., Chase Brass & 
Copper Company, Crane Company, 
General Motors Corporation, Inter- 
national Silver Company, W. K. 
Kellogg Company, Libbey - Owens - 
Ford Glass Company, McGraw Elec- 
tric Company, National Association 
of Retail Grocers, New Jersey Bell 
Telephone Company, Oakite Products, 
Inc., Phileo Radio & Television Cor- 
poration, Remington Arms Company, 
Republic Steel Corporation, Schick 
Dry Shaver, Inc., Scott Paper Com- 
pany, Servel, Inc., Silex Company, 
Tile Manufacturers’ Association, 
Wallpaper Institute, and Warren 
Telechron Company. 


eral line and Chronograph watch. 


A Mass Consumer Market --- 
HOSPITALTOWN! 


Any manufacturer of products of 
general consumption who covered 
the national field but omitted a 
market as important, say, as Los 
Angeles, Cleveland or Boston 
would be regarded as slightly 
eccentric. The business to be had 
from consumers in those great 
urban areas is too important to 
neglect or overlook. 


Yet Hospitaltown is just as im- 
portant a mass consumer market 
as any one of these! Including 
patients, professional staff and em- 
ployes, the hospitals serve a popu- 
lation of from 1,500,000 to 2,000,000 
people every day, 365 days in the 
year, with no time off for Sundays 
or holidays. Hospitaltown’'s wheels 
keep turning, regardless of varia- 
tions in other business activities. 
The American public demands that 
the highest standards of hospital 
service be maintained at all times. 


Yet this important mass con- 
sumer market can be contacted 
and sold with astonishingly little 
effort and cost—provided it is prop- 
erly approached. Advertising to 
hospitals is direct, easy and inex- 
pensive. Directory information 
showing the distribution of beds 
and buying power in Hospitaltown 
is easily available. Institutional 
departments of manufacturers can 
establish sales programs which, 
per dollar of business available, 
represent expenditures far below 
the cost of selling the individual 
consumer. 

HOSPITAL MANAGEMENT has 
been a friend and advisor of Hos- 
pitaltown for more than twenty-two 
years. We'll be glad to give you 
an introduction to the important 
buyers — an introduction coming 
from an old friend whose opinion 
they have confidence in. May we 
give you the details? 


Hospital Management 


The National Magazine of Hospital Administration 
' 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York (jy y 
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BROADCASTERS’ 
NET LAST YEAR 
167, SAYS FCC 


Reveals Income, Expenses 
of All Stations 


Washington, June 21.—The na- 
tion’s broadcasting industry retained 
a net of 1614 per cent out of total 
time sales of $117,908,973 during 
1937, the Federal Communications 
Commission reported here in a break- 
down of radio revenues in connec- 
tion with preliminary work on the 
so-called “trust” investigation sched- 
uled for fall. 

The data, released by the FCC ac- 
counting department, was based on 
returns submitted by all networks, 
regional as well and national, and 
629 stations operating on a commer- 
cial basis. 

Networks, not including key sta- 
tions operated by networks, sold $55,- 
917,189 worth of time to advertisers 
last year, the report said, of which 
$20,100,395 was paid to stations, with 
$35,812,537 retained by the networks. 
Of the latter sum $8,585,359 repre- 
sented commissions paid to agencies 
and brokers. After figuring other 
revenues accruing to the networks, 
such as sale of talent and fixed 
charges, and deducting operating ex- 
penses, advertising and selling costs, 
salaries and taxes, the commission 
found that net income for 1937 for 
all networks was $3,471,807. 


Local Advertising Tops 


Analyzing the revenue of 443 sta- 
tions with net sales of $25,000 or 
more last year, the report showed 
that greatest single source of income 
was from local advertisers, totaling 
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FCC ANALYSIS OF BROADCAST REVENUES 


(Covering All Networks and 629 Broadcast Stations Operating on a Commercial Basis) 


Particulars Amount 
(a) Revenues . 
1. Network portion of network time saleS........++++++ tease $ 35,812,537 
2. Time sales by stations........0..+eeeeeeecees $80,055,694 
Time sales by stations, paid for commissions, 
sustaining programs, or other contract method 2,040,742 82,096,436 
Total time sales by networks and stations.........-- $117,908,973 
4. Sustaining program sales to stationS........+eseeeeeeeeee 60,384 
5. Sale of talent, booking commission, and miscellaneous sales 11,264,748 
6. Other revenue incidental to broadcasting.........+++.++.. 1,759,631 
Rent received for broadcast equipment and other fixed 
emnets 16080E 00 GEROEHs cccccccccecsnsnceccscestecceccses 212,130 
Total sales and other revenueS......ccsccsccccecccee $131,205,866 
8. Deduct: Commissions to agents and brokers...........-+. 16,982,960 
9. Balance: Total revenue of networks and stations......... $114,222,906 
(b) Expenses 


‘ives eees aaneaeb seen e i 
except program, advertising, and sell- 
Payments for use of communication lines used in program 


of complete broadcast stations and 


Cee THE «THOR GOO. «co 6c kee £6000 005000 R60< 693,438 

5. Program and talent expense, including sustaining pro- 
oo ee ere ee en ee re 32,500,677 
6. Advertising, selling, and publicity expense............... 5,551,202 
7. Repairs, maintenance, and supplies.............eeeeeeeee 2,490,408 
8. Light, heat, power, and miscellaneous rents............. 4,836,527 
9. Depreciation of assets devoted to broadcasting.......... 3,936,158 
10. Amortization of intangible assets devoted to broadcasting 485,593 

11. Taxes applicable to broadcasting (except Federal income 
taxes) Ee PUTT TT EEC Pe PE CE Tee OTe Pe eee ee 2,017,696 
12. Unclassified broadcast expenses of stations.............s+- 3,066,323 

13. All other general expenses (including rents paid for use 
OE TD | Wk ee eEME ORs 65 65.44000 65 2 ba oe kS5 kone heen bis Pan 8,155,520 
Pe DIONNE, 3 6055.0'0.05.649-55-4:405.4630d wh0]s8 OKOKER $ 91,656,311 
(c) Net revenue from broadcast services.............ccecceccccces $ 22,566,595 
(d) Other income (not included in (a2), above)........cccccccccccce 840,845 
OOF es SUNN. Sct hie cte ks chav eiivedsudacecdeaceced Rhksacedeis $ 23,407,440 
(f) Deductions from gross income (not included in (b), above).... 777,266 
(gz) Net income before Federal income taxes.............cccceeeee $ 22,630,174 
(h) Estimated Federal income taxes (deduct).............se0000.. 3,746,239 
(i) Net Income for the perlod.....cccscccccvccscccccececevecececee $ 18,883,935 


4,817,466 
15,616,243 
7,489,065 


$34,024,137; second in importance 
was national spot business, $23,117,- 
137; and finally network time, $22,- 
141,137. Agency commissions of $6,- 
178,410 brought the net sales for the 
443 stations to $78,836,220. Net sales 
of all 629 stations studied totaled 
$81,649,718. 
An interesting sidelight disclosed by 
the report was that 84 licensees of 
the 443 stations with net sales of 
$25,000 or more are engaged in some 
business other than broadcasting. Of 
these 37 are publishers; 12 wholesal- 
ers and retailers; eight manufactur- 
ers; seven educational and religious; 
three municipal; three insurance; 
and 14 “miscellaneous.” Net sales of 
the 84 “outsiders” totaled $19,232,309. 
The “major networks” of the coun- 
try (presumably National, Columbia 
and Mutual), including key stations 
operated by the networks, sold $56,- 
169,269 worth of time to advertisers 
last year; paid $8,491,766 to agencies 
and brokers; and emerged with net 
income of $6,330,448 after all taxes 
were paid. Not including their key 
stations, the networks’ net income 
for 1937 was reported as $3,406,300. 


Network Affiliates Stand High 


“Secondary” networks, the report 
showed, sold $2,473,837 worth of time 
to advertisers last year. Commissions 
paid by this group totaled $529,692; 
and net income was $111,779. A 
classification was also included in 
the report as “networks other than 
major and secondary.” This group 
had time sales of $188,575; paid com- 
missions of $11,839; and emerged 
with a deficit of $46,272. 

In a further breakdown of stations 


year, the commission found that the 
overwhelming proportion of time 
sold went to 269 stations affiliated 
with national networks. These 
showed network sales of $21,843,323; 
local sales of $22,854,779: and na- 
tional spot sales of $21,281,982. Re- 
gional network affiliates, totaling 24 
stations, sold $258,247 worth of net- 
work time; $1,883,854, local time; 
and $454,726, national spot. The re- 
maining 150 stations without net- 
work affiliation had network sales of 
$39,567; local, $9,286,032; and na- 
tional spot, $1,380,428. 

A consolidated picture of the reve- 
nue, expense and income of the 
broadcasting industry last year is 
shown in the accompanying chart. 


Phillips Gets Five 


Edwin M. Phillips & Co., New 
York, has been appointed advertising 
agency for Seal, Inc., Shelton, Conn., 
manufacturer of Fotoflat, a thermo- 
plastic dry mount membrane for 
mounting photographic prints; S. 
Mendelsohn, New York, manufac- 
turer of Mendelsohn Speedgun; Pa- 
velle Laboratories, Inc., New York, 
photo finisher; L. Kaltman & Sons, 
Inc., Newark, N. J., retail photo- 
graphic shop; and Elkay Photo 
Products, Newark. 


“Research Sources” Out 


The Bureau of Foreign and Do- 
mestic Commerce has published the 
19388 edition of “Market Research 
Sources,” bringing up to date the 
record of marketing research in the 
United States. Copies may be ob- 
tained from the Superintendent of 
Documents, Washington, D. C., or 
from any district branch of the Bu- 
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Feature of Noxema's national campaign 
will be humorous illustrations by Peter 
Arno, thus discarding the conventional 
bathing girl appeal identified with sun- 
burn lotions. 
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Bathing Girls 
for Comic Art 


New York, June 22.—Peter Arno 
illustrations and their familiar comic 
technique will replace the conven- 
tional bathing girl motif in the 1938 
campaign of Noxzema Chemical 
Company, Baltimore, breaking this 
week in 215 daily newspapers. The 
list will be confined largely to the 
Eastern and Southeastern seaboard. 
Insertions will be of uniform size 
in all papers, 134 lines, and copy 
will feature Noxzema greaseless skin 
cream. In addition, a special cam- 
paign will run in a dozen cities fea- 
turing Noxzema’s new suntan lotion 
and suntan cream. 
The Peter Arno illustrations will 
also be featured in window display 
and other point-of-purchase material 
which will be furnished to retail 
stores the first week in July. Ruth- 
rauff & Ryan is the agency in charge. 


Dallas Evening 
Papers Will Be 
Merged July 1 


Dallas, June 23.—A new evening 
newspaper, the Dallas Dispatch-Jour- 
nal, will come into being here July 1, 
following merger of the Dallas Dis- 
patch and the Dallas Journal. Pub- 
lisher of the new paper is Dispatch- 
Journal Publishing Company, which 
bought the Dispatch from the Dallas 
Dispatch Company, owned by the 
Scripps League of Newspapers, and 
the Journal from A. H. Belo Corpora- 
tion. The latter will continue to pub- 
lish the Morning News. 

Controlling stockholders in the 
new company are Karl Hoblitzelle, 
president, Interstate Amusement 
Company, who will be chairman of 
the board, and Alfred O. Andersson, 
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Coming 


Conventions 


June 26-30. Annual convention, 
Ss ened yn ayy ad Pacific Advertising Clubs Associa, 
. 1. |, AMOXZEMA FOR SUNBURN tion, Hotel Ambassador, Los Ap. 
geles. 


June 27-July 1. Mid-year meeting 


National Retail Dry Goods Associa. 


ion, Hotel Netherland Plaza, Cip. 
innati. 


~ — : June 28-July 1. Annual convep. 

Cool soothing relief...doesn’t stain | . y 1 conven 

Over 50,000,000 jars used tion, American Home Economics Ag. 

@ Don't suffer ceatieaie tein ee sunburn. i's , sociation, Hotel William Penn, 
OY WF Dee aa - Pittsburgh. 

cent scam Set of cos ane Nore amine | July 2-4. Annual convention, 

Pagel gaayt poms wee as pers do— wih Trade Association of Advertisin 

Noxiema Of Course! Get a jat at your druggist. g 


Distributors, Hotel Statler, Detroit. 


July 11-13. Annual convention, Ex. 


clusive Distributors Association, Nei 
House, Columbug, O. 


Aug. 14-17. Annual convention, 


International Association of Print. 


ng House Craftsmen, Boston. 
Aug. 16-19. Annual convention, 


National Sign Association, Stevens 
Hotel, Chicago. 


Aug. 23-25. Annual convention, 


Outdoor Advertising Association of 
America, Denver. 


Sept. 12-16. Semi-annual conven. 


tion, Premium Advertising Associa. 
tion, Hotel Astor, New York. 


Sept. 18-21. Annual convention, 
Advertising Service Associa. 


Sept. 19-20. Southern Newspaper 


Mechanical Conference, Biltmore Ho. 
tel, Atlanta. 


Sept. 19-23. Seventh International 


Management Congress, Washington, 
D. C. 


Sept. 21-23. Annual conference, 


National Industrial Advertisers As. 
sociation, Hotel Statler, Cleveland. 


Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conve 
tion, Association of National Adve: 
tisers, The Homestead, Hot Spring, 
Va. 

Oct. 8-9. Annual convention, N+ 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual _ conventio1, 
National Association of Retail Dru: 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, It 
land Daily Press Association, Hotel 
Sherman, Chicago. 

Oct. 21-Nov. 3. Annual convel- 
tion, Financial Advertisers Associa 
tion, Fort Worth, Tex. 


Dec. 27-30. Annual convention, 
American Marketing Association, 
Detroit. 


Carolina Paper Quits 
Suspension of the Morning Herald, 
Salisbury, N. C., was announced last 
week in a front-page editorial. The 
paper has been published since Sept. 
1, 1937. 


Receiver for Agency 


Edwin Strasburger, trading as At 
lantic Advertising Agency, Philadel 
phia, has been placed under the 
jurisdiction of a receiver to satisfy 
ereditors’ claims. 


founder of the Dispatch 32 years ago, 
and a stockholder at the time of the 


with net sales of $25,000 or more last 


reau. 


merger, who will be president of the 
new company. Other members of the 
board of directors will be R. J. 
O’Donnell, W. E. Mitchell and John 
Moroney, attorney for the Hoblitzelle 
interests. 

The Dispatch-Journal will be pub- 
lished six days a week, with the 
Saturday paper carrying 16 pages of 
colored comics and other special fea- 
tures. Lewis W. Bailey, editor of 
the Dispatch and now president of 
The Dallas Dispatch Company, will 
be the editor of the new paper, and 
W. E. Mitchell, vice-president and 
business manager of the Dispatch, 
will be business manager. 


Stenning a Director 


ceeding the late W. R. Woollatt. 


Wyatt Joins KXBY 


Eugene C. 


tion KXBY, Kansas City. 
formerly with KPRC, Houston, Tex 


Cc. B. Stenning, manager of Walsh 
Advertising Company, Ltd., Windsor, 
Ont., has been named a director, suc- 


Wyatt has been ap- 
pointed commercial manager of Sta- 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 
Terms 


% in., $2.75; 1 to 3 in., 


4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


POSITIONS WANTED 


REPRESENTATIVES WANTED 


Promotion, publicity, direct mail, con- 
tact. Attractive, smart-looking young 
woman. Ten years experience na- 
tional and diversified accounts. Bril- 
liant record. Creative and resource- 
ful. New York City location. Refer- 


ences 469, ADVERTISING AGE, N. Y. 


BOOKKEEPER. 
repre- 
sense of 


sSTENOGRAPHER 
Initiative, 


| responsibility. Versatile; good at de- 


4 fair trade regulations. 


ee 


ne 1470, ADVERTISING AGE, Chgo. 


HELP WANTED 


anufacturer of a food item in a 
A awestern city is desirous of inter- 
esting an advertising and sales pro- 
motion manager who is willing or can 
influence an additional 25,000 dollars 
to put in the business. Public ac- 
ceptance of the merchandise is 
proven by the orders sent in from all 
parts of the United States without 
any advertising having been done on 
same so far. 
Box 1461, ADVERTISING AGE, Chgo. 


To sell my: Old Glass. Coins. Indian 
Relics. Stamps, Books. Dolls. Min- 
erals. Beadwork. Gems. Catalogue 
free. Lemley Curio Store, North- 
branch, Kansas. 


MISCELLANEOUS 
ECONOMIZE! CUT COSTS! 
Reproduce by Photo-Offset; anything 
previously printed, even if containing 
line cuts or halftones, WITHOUT en- 
graving expense. Perfect for all sorts 
of pictorial direct-mai! literature, 
sales letters, instruction sheets, charts, 

etc. SMALL runs without penalty! 
300 COPIES (size 8%x11”) $2.50 
Additional hundred copies only 25c 
Quantity order—lower price. 
Any size can be supplied. Send 
for samples 
Laurel Process, 480 Canal St., N. Y. C. 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


UNIFORM PRICE 
BOON TO BUYER, 
SAY RETAILERS 


(Continued from Page 1) 
tual statistics to show the price pic- 
ture before, and after, adoption of 
These sta- 
tistics are sharply at variance with 


™ a recent report from R. H. Macy 


. 


& Co, arch foe of fair trade legis- 
lation, in which it was estimated 
that the price level of 4,000 items 
in the Macy store had increased 14 
per cent. 

The association started its sur- 
vey Feb. 1 when the fair trade 
committee sent questionnaires to 
retailers in the drug field listing 
the 106 items on which price infor- 
mation was requested. Replies were 
received from 254 stores located in 
key spots. Of the total, 112 were 
in New York City and 142 outside 
the metropolitan area. In the 
whole group there were 179 indi- 
vidually owned stores, 38 owned by 
Partnerships and 34 by _ corpora- 
tions. Only one chain store was in- 
cluded and two others whose type, 
a8 to ownership, could not be de- 
termined. 

Only four questions were asked in 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


the survey. The first had to do with 
the effect of the Macy advertising 
campaign against fair trade legisla- 
tion. Only 29 reported having 
heard any comment by customers 
and of these, 26 were in New York 
City. 

To the query: “In general, are 
your customers’ comments toward 
the fair trade law favorable?” 154 
said yes and 100 said no. Only five 
in the entire group reported having 
any difficulty convincing those un- 
favorably inclined, to the “social 
justice of the fair trade laws and 
the economic benefits to be derived 
from them.” 

Each retailer was asked to list 
the resale price, before and after 
fair trade contracts were _ estab- 
lished, on each of the 106 items spe- 
cified and in only 24 cases was 
there an increase noted. Analyzed, 
the figures showed a general de- 
crease of 0.4 per cent in New York 
City and 5.9 per cent in the rest of 
the state, an average of 3.4 per 
cent for the entire state. 

The committee expressed the sur- 
vey findings, in dollars, this way: 

The average price paid by the 
consumer for these 106 items, was 
as follows: 

Before After 

Fair Fair 

Trade Trade 
In New York City....$ .96 $.95 
Outside New York City 1.04  .98 
In New York State.... 1.00 .95 


Striking evidence of the benefits 
of fair trade laws was presented by 
Charles I. Luckman, vice-president 
of the Pepsodent Company, Chicago, 
who told the convention that anal- 
ysis of Nielsen reports has proved 
the public saved nearly $500,000 on 
the purchase of Pepsodent products 
during 1937 under fair trade laws, 
as compared with 1935 when price 
maintenance was not in effect. 

“Our products are included under 
fair trade acts in 43 states,” said Mr. 
Luckman, “and our problem has 
been to determine actual facts on 
consumer prices. We employ the 
services of A. C. Nielsen drug index, 
whose reports are based upon a 
nation-wide investigation of dealers’ 
written records. An actual saving 
of nearly half a million dollars, on 
one brand, speaks far more elo- 
quently on behalf of fair trade than 
any words of ours.” 

John S. Norton, vice-president of 
the Lambert Pharmacal Company, 
St. Louis, said, “Our experience in 
the sale of Listerine products under 
the fair trade laws indicates that 
these laws level out prices, eliminat- 
ing unreasonably high prices in 
some outlets and unreasonably low 
prices in others. This results in 
making nationally advertised branded 


merchandise which is on fair trade 


PHILADELPHIA WINS ATTENDANCE TROPHY 


The Philadelphia Club of Advertising Women, with 12 registered, won the trophy 


offered by the Detroit women's club for attendance at the recent AFA conven- 


tion, 


Left to right, Margaret E. Ocker, “Advertising Reporter,” vice-president; 
Florence E. Cox, Cox Associates, who presented the trophy on behalf of the 
Women's Advertising Club of Detroit; Elsie E. Weaver, president of the Phila- 
delphia club; and Mrs. John G. Fleck, another Philadelphian. 


contracts available at prices which 
are thoroughly fair to the con- 
sumer,” 


FAIR TRADE IMPROVES 
KOTEX DISTRIBUTION 


Boston, June 23.— Addressing the 
Massachusetts State Pharmaceutical 
Association at its annual convention 
here, Walter Quinlan, sales manager, 
International Cellucotton Products 
Company, praised the effects of fair 
trade on distribution of Kotex. Be- 
fore fair trade, he said, his company 
distributed only 14 per cent of its 
product through wholesalers while 
since the inception of price contracts 
wholesale outlets are receiving 56 per 
cent of the entire Kotex volume. He 
also said that for the six months 
ending July 1, his company will have 
shown its largest volume of selling 
in 17 years with Kotex volume in- 
creasing 8 per cent over last year 
and Kleenex 21 per cent. 

Defending the smaller margin of 
profit that generally prevails in na- 
tionally advertised goods, he showed 
that the difference in margin is used 
to find customers for the druggist 
and that the difference in profit be- 
tween nationally advertised goods 
and non-advertised goods would not 
give the druggist enough margin for 
him to go out and find his own cus- 
tomers for the non-advertised mer- 
chandise. 


MAY PLACE GASOLINE 
UNDER ILLINOIS LAW 


Chicago, June 23.—While petroleum 
marketing experts here studied re- 
sults of fair trade experiments in 
this field in California and New 
Jersey, the Gasoline Retailers As- 
sociation of Metropolitan Chicago an- 
nounced today that it would seek re- 
vision of the Illinois fair trade act 
at the next legislative session to per- 
mit fair trade contracts in the gaso- 
line field. 

C. E. Ragan, president of the as- 
sociation, said that the present Illi- 
nois act—one of the earliest to be 
enacted—is not applicable to gasoline 
but that the projected amendment 
will widen its scope in making it ap- 
ply to products sold through 
identified vending machines’ or 
pumps. 

The association expects to draft a 
resolution at its convention next 
month asking for this amendment 
and to begin intensive action in 
order that it be passed at the Jan- 
uary session of the legislature. 

It expects to avoid the national 
versus private brand question—crys- 
tallized by fair trade action in other 
fields—in having the amendment bar 
below cost selling and to provide that 
cost figures must include wholesale 
price and average overhead expense. 
The survey to determine this base 
price will be made by a disinterested 
group, Mr. Ragan said. He added 
that the price spread between regular 


station dealers and those selling from |’ 


tank cars would be narrowed if the 
latter were forced to add an average 


overhead expense figure to the cost 
price of their gasoline. 

It is also reported here that a 
major tire manufacturer will shortly 
experiment with fair trade contracts 
to Cook County dealers. 


Liquor Advertising 


on Matches Banned 
The West Virginia liquor control 
commission has issued a warning to 
wholesalers and retailers that dis- 
tribution of book matches bearing 
liquor advertising is a violation of 
a commission regulation and that the 
regulation will be enforced. 
The measure became effective Sept. 
1, 1937. 


Vernon Myers Joins 
“Look” Promotion Staff 


Vernon C. Myers has resigned as 
promotion manager of The Des 
Moines Register and Tribune to join 
the advertising promotion staff of 
Look, Des Moines. 

John Marston, who has been with 
the Register and Tribune since 1934, 
succeeds Mr. Myers as promotion 
manager. . 


Plans Tractor Section 

Beginning with the August issue, 
Motor Service Magazine, Chicago, 
will include a Tractor Service and 
Maintenance section in 40,000 out of 
its circulation of 125,000. The issues 
containing the tractor section will 
go to car dealers and independent re- 
pair shops in agricultural districts 
and towns under 20,000 population. 


Newhouse Purchases 


“Long Island Star” 


Long Island Daily Star, Long 
Island City, N. Y., has been pur- 
chased by Samuel I. Newhouse, 
owner of Long Island Daily Press, 
Staten Island Advance and Newark 
Ledger, from Mrs. Elizabeth Hano- 
van, Forest Hills, N. Y. 

According to Leroy L. Smith, gen- 
eral manager and editor, the new 
management has a plan to continue 
publication if employes will pledge 
their cooperation. The proposal calls 
for a three month trial period with- 
out changes. If at the end of that 
time operations are successful, Mr. 
Smith said, the management would 
enter a period of 21 months during 
which the personnel might be 
changed. 


Big Oil Drive 

Union Oil Company’s§ 1,500,000 
mailing pieces for its Stop-Wear lub 
rication service campaign is said to 
be the largest direct mail sales effort 
currently on the Pacific Coast. The 
mail drive is being supported by 
Stop-Wear promotion in newspapers 
throughout Union’s marketing area. 
The company is located in Los 
Angeles. 


Spackman Advanced 


H. B. Spackman, formerly gen- 
eral sales manager of Lyon Metal 
Products, Inc., Aurora, Ill., has been 
named vice-president in charge of 
sales and advertising. He was 
previously with United States Gyp- 
sum Company. 


Vanity Corset to lola 


Vanity Corset Company, New 
York, has placed its advertising ac- 
count with B. D. Iola Company. Irv- 
ing Berk is account executive. A 
new line of corselettes and girdles 
is being introduced under the “Miss 
Vanity” trade-mark. 


ADVERTISING 
METHODS 


Make your advertising more effective by 
using the information in THE HANDBOOK 
OF ADVERTISING, just published, edited 
by E. B. Weiss, F. C. Kendall and C. B. 
Larrabee. Eighteen advertising specialists of 
wide experience and achievement present in 
this handbook brilliant treatments of current 
advertising problems, techniques and _ prin- 
ciples. Offer you the benefit of their expe- 
rienced views on copy, advertising appropria- 
tions, radio, premiums, type, testing, a dozen 
other subjects in which they are experts. 
Give you “front-office” slants on advertising 
as it is practiced today. Barron’s says, ‘““‘Com- 
plete, up-to-the-minute, and significant. Alto- 
gether, has a finger on the pulse of the buying 
public. Lives up to its title.” Read this new 
book 10 Aays Free. Just tear out this ad 
and write your name, address and business 
connection in the margin and mail to Frank 
Dickman, McGraw-Hill Book Co., 330 W. 
42nd St., New York City. In 10 days either 
send $5 plus few cents postage or return 
book postpaid. (We pay postage on orders 
accompanied by remittance.) 


ee : ae 
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Hydraulic gold mining near Fairbanks, Alaska 


HIGH PRESSURE METHODS.... 


And extravagant claims are not to our liking. We prefer to let our photog- 


raphy tell its own story, and perform its own selling, at the customer's desk, 


either from our catalog pages, which embrace the broadest subject matter 


of all such publications combined, or from approval submissions of prints, 


chosen in accordance with a given inquiry. We are the originators of this 
type of service, established many years, and are confident we can be of 
It will cost you nothing if we fail. 


help. 


H. ARMSTRONG ROBERTS 
4200 Locust Street, Philadelphia, Pa. 


Graybar Building. New York City 


Branch offices serving the following cities: 


201 North Wells Street, Chicago 


244 Washington Street, Boston 
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GROCERS DECRY 
NEW PACKAGES 
AND SAMPLING 


(Continued from Page 1) 
outlaw interstate chains would be- 
come law within a year. 

The present measure, he ex- 
plained, will automatically die at the 
end of this year but will be intro- 
duced again at the next regular ses- 
sion. He also indicated that, be- 
cause of this, the measure might be 
changed in some of its particulars. 
As written now, the measure would 
drastically affect operations of 20 
chains, although containing liberal 
exemptions of small chains and not 
applying .to individually owned 
stores. 

Mr. Patman urged all retailers to 
work actively in the interim in elect- 
ing representatives who would back 
the measure when re-introduced. 


Consumer Interest First 


Avoiding mention of the chain 
store tax bill, Mr. Francis urged that 
any legislation designed to restrict 
competition between various types 
of retail outlets should be based pri- 
marily upon consumer interest. Dis- 
cussing deals, he warned that the 
chief danger in this merchandising 
technique is its use in attempting 
to maintain an uneconomic price 
level. In many instances, he said, 
manufacturers have found that it 
would have been better to have low- 
ered the price in the first place. 

Both premiums and deals, how- 
ever, have advantages to retailers 
and manufacturers as a means of 
sampling, changing consumer buying 
habits and sustaining list prices dur- 
ing periods of temporary decline, he 
added. 

Loss leader selling, he declared, is 
opposed as vigorously by manufac- 
turers as it is by retailers. These 
manufacturers, he commented, are in 
favor of any method, including leg- 
islation, to prohibit such sales. 

Fair trade laws, he said, may hold 
a solution to this problem as well as 
that of getting prices high enough 
to yield retailers a fair profit. It is 
with this in mind, he added, that 
General Foods is experimenting with 
fair trade laws in Ohio, as reported 
in APVERTISING AcE June 18. 

Chains as a group may be detri- 


"Try New 
DESIGNS thet 


TELL aod SELL” 
Aays the Craftmaster 


T & T creations do this becouse they are the 
work of top-flight designers who know the 
unusual possibilities of foil. They are com- 
pétentto grasp your sales appeal and mold 
it into striking, sales-inducing foil creations. 
See these T & T designs in foil 
that tell and sell for labels, name 
plates, window stickers, fancy 
wrappers, signs, display cards 
and advertising specialties. 

(Lhe TABLET & TICKET CO. 


1015 W. ADAMS ST. CHICAGO 
WEW YORK SAN FRANCISCO 


Mail this coupon for samples and prices 
NAME 
FIRM 
ADDRESS 
CITY. 
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Interested In 


Retail Linage 
Shows Drop of 
14.8% for Week 


Chicago, June 24.—Retail display 
advertising volume for the week 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


ended June 18 was 14.8 per cent eich % Gete % Gala 
y 25-Week 25-Week 25-Wee or Loss or Loss 
below the corresponding week of last thera tee “Dhar 1988 1988 Week Week % Gain 
year, according to the ADVERTISING Ended Ended Ended oon over Ended Ended on 
Ace Index of Retail Activity. City June 20,1936 June19,1937 June 18,1938 1936 1937 June i9, 1937 June 18,1938 Loss 
This Index which measures linage | Akron, 0. ........... 7,128,035 8,245,215 6,042,845 —1.8 —s6.7 343,952 234,542 iy 
in 80 major markets, shows a total of | Altoona, Pa. .......... 3,099,467 8,404,814 2,812,740 rey —it4 438,608 B+ —275 
3 ; ines for the week against | Atlanta, Ga. .......... 7,222,292 7,655,484 7,245,476 +0. —5. , ’ —4] 
yearn prod for the porte mem Baltimore, Md. ....... 10,572,334 11,309,632 10,647,400 +0.7 —5.9 497,888 428,000 —149 
weil af. aie, tet ing |Bitmingham, Ala 5,560,296 6,198,850 6,097,728 +97 —1.6 senor os 5 lll 
week of last year, the loss amounting | 77 Mass. ee 9,892,143 10,072,912 9,219,774 — a 411,496 371,350 3} 
to 3,157,739 lines. Bridgeport, Conn. 4,424,532 4,717,532 4,272,056 —3.5 —9.5 219,156 181,916 —174 
For this year through the date re-| Buffalo, N. Y. ......... 7,956,014 9,051,364 8,022,686 +08 ite 438,000 seanes 196 
orted, the measured cities show a| Camden, N. J. ......... 1,913,277 1,937,956 1,803,346 —5. —é6. : ’ —2. 
oc of 450,468,148 lines compared | Cedar Rapids, Ia. ..... 2,409,022 2,536,016 2,260,076 —6.2 —10.9 95,704 92,120 —33 
with 516,313 841 lines for the compar- | Chattanooga, Tenn. ... 3,305,272 8,094,017 2,965,903 —10.3 —4,2 135,148 134,949 —02 
rps Chicago, Ill. ......+... 14,778,314 16,581,613 15,786,760 +6.8 —4.8 666,110 590,824 —113 
able period of last year, a loss of 65,-| Gincinnati, O. ........ 8,237,188 8,663,420 7,545,796 —84 —12.9 358,402 as.see —182 
845,693 lines or 10.6 per cent. Com-| Cleveland, 0. ......... 9,505,469 10,462,548 8,714,824 —8.3 —16.7 436, 855 —226 
pared with 1936, this year shows a| Columbus, O. .......6. seeseees te eeeeee sete . See cece aaa ate — 
oss of 5.2 per cent. BUREE, HU ccs cccssce 9,963,196 10,410,763 10,185,906 +33 =—33 1, 58, —28e 
;, Due = Lgl of Pittsburgh news- | Dayton, O. .........+6. 6,524,214 7,633,048 6,308,574 —83 —I17.4 346,272 228,586 = —340 
. Denver, Colo. ......... 4,985,543 4,994,340 4,599,452 —78 —7.9 195,070 166,561 —146 
paper employes, linage figures for| thes Moines, Ia. ....... 3,122,095 3,211,113 3,150,181 +09 —1.9 134,139 123,798 = —27 
that city for this year to date do not | Detroit, Mich. ........ 10,524,770 11,154,371 8,596,438 —18.3 —83.9 436,516 328,202 —248 
include linage for the current week.| Ei Paso, Tex. .........  cesceece ceveeeee we os nee es ots sesveee fe hng = 
Gain or loss percentage for each| Erie, Pa. ............. 3,491,208 4,367,140 4,356,586 +24, —0. ’ ras —e2, 
weekly period of this year over 1937 | Evansville, Ind. ....... 6,273,344 6,050,059 6,158,664 —1.8 +1.8 257,166 229,026 —109 
ba Fall River, Mass. ..... 1,675,853 1,749,697 1,554,527 —7.2 —112 62,578 60,802 —28 
is shown in the table following: Flint, Mich, .......... 4,321,296 4,449,494 3,393,880 —21.5 —23.7 189,672 132,230  —303 
FOR, 2 evsvecevcccvesvessecs — 0.8| Fort Wayne, Ind. ..... 5,503,022 5,828,529 5,208,595 —5.4 —10.6 237,580 186,914 —213 
ET SE RSE OR i errr 2,916,038 3,618,431 2,754,295 —5.6 —33.9 132,524 94,419 —28.8 
Sam. 8 — 3.7| Grand Rapids, Mich. .. 4,475,968 5,345,790 4,239,438 —5.8 —320.7 230,820 175,700 —23.9 
on ae SS Sh Sree RET OC SCONE Le *’ | Greenville, S. C. ...... 2,771,007 3,273,339 3,001,001 +83 —6.38 142,370 135,870 —46 
Jan, 22 6.1 cece cence eeeees — 5.1] Houston, Tex. ........ 6,842,780 7,948,382 7,922,652 +15.9 —0.3 354,250 330,596 —61 
Jan. 29 vies seeeeeeeeeeeevees — 17.2 | Thdianapolis, Ind. 8,402,355 9,108,169 7,691,972 —85  —15.6 390,488 314,678 —I94 
Me ccveeisetwandeoedeeds — 7.4| Jacksonville, Fla. ..... 4,220,579 4,638,606 4,463,238 +5.7 —8.8 196,014 163,226 —167 
OT a a i ee — 7.7| Jersey City, N. J. ..... 1,223,091 1,194,857 1,030,660 —15.7 —18.8 63,912 45,270 —20.2 
Feb. 19 — 6.9| Kansas City, Kans, ... 1,135,001 1,284,934 1,344,420 +18.5 +4.6 46,298 54,957 = +18.7 
es. 11.4 | Knoxville, Tenn. ...... 4,616,416 4,855,186 4,913,510 +6.4 +1.2 200,984 181,860 —9.5 
Seer 2) S*eeeeverheressste 44.9 | Little Rock, Ark. ..... 4,482,399 4,602,066 4,351,824 —2.9  —5.4 215,894 186,872 —135 
March 5 ...seeeeeeeees . —14.8| Los Angeles, Cal. 11... 0 .eeesees 12,282,339 11,051,912 wae 538,770 459,590 —147 
March 12 ........seeeeeeeees —16.6 | Louisville, Ky, .......  ...+s-. 7,737,308 6,917,483 + 10.6 334,553 275,538 —I176 
“oS Sat eRe eeeseey —18.3| Lynn, Mass, .......... 5,019,294 4,822,832 3,868,130 —22.9 —19.8 224,616 153,944 —31.5 
March 26 —149| Manchester, N. H. 1,642,568 1,717,788 1,792,476 +9.1 +4.3 74,516 66,676 —10,5 
—+. — 09| Memphis, Tenn. ......- 5,413,188 5,831,142 5,462,404 +0.9 —6.3 249,942 226,730 —9.3 
Pour  w Feteeereerrenserssee ‘* | Milwaukee, Wis. ...... 6,981,536 8,726,642 7,360,611 +5.4 —15.7 335,957 275,188 —181 
APTil 9 vec e eee eeeeeeeeeees — 5.3/ Minneapolis, Minn. .... 7,470,932 7,406,246 6,534,377 —12.5 —118 284,175 268,255 —56 
EE Bs ince eae ve eaeane eee — 9.8 |New Bedford, Mass. ... 1,633,688 1,649,144 1,545,712 —5.4 —6.3 69,538 59,374 —14.6 
April 23 .......cceccceccuce | —15.7| New Haven, Conn. .... 4,306,204 4,666,514 4,398,184 +8.1 —6.8 184,086 167,678 —89 
A un atl New Orleans, La...... 9,318,585 9,683,412 8,909,935 —.4~— 364,405 362,746 0.5 
EE cc cerdnes ease endooad 10.8 Mp ; 
Mar 7 —12.3|tNew York, N.Y. ..... 31,311,178 33,007,028 29,098,656 —7.1 —129 1,332,705 1,098,355 —Ié 
2, iielaiadainadataiuiaieineienii ‘’ | tBrooklyn, N. Y. .....- 3,381,172 3,476,403 2,505,868 —25.9 —27.9 126,721 72,660 —421 
May 14 .......sseeeeeeeeeees —14.8 | Norfolk, Va. .......... 4,597,126 4,589,200 4,456,200 —=8.1 —£.9 209,146 192,920 —8 
| Eee E eer ee fore . —14.3 | Oakland, Cal. ......... 3,701,846 3,806,394 3,511,061 —5.2 —7.8 168,330 138,104 —119 
ME:  Shkeentsederddubestce —14.7| Oklahoma City, Okla.. 5,346,933 5,711,120 5,803,224 +8.5 +1.6 241,906 233,436 —t5 
ee oot e Peet, TB... .sscsesss 5,399,845 5,799,753 4,976,752 —78 —143 238,826 189,052 —209 
June 11 —14.9| Philadelphia, Pa, ..... 14,034,599 15,048,114 12,761,680 —$.1 —16.9 614,846 537,579 —12é 
RISES ESEDESE RETR SEES ‘’ | Phoenix, Ariz, ........ 3,648,358 3,525,424 3,780,124 +3.6 +7.2 131,544 135,044 +21 
June 18 ....... cece cece eens —14.8 | **pittsburgh, Pa. ..... 11,156,180 12,741,792 ss. ae ite Oe CoE orey pai 
_A tabulation showing individual | Portiana, ore. ....... 5,604,900 5,977,710 5,b15,484 —a one 248,808 233,982  —bs 
linage figures for each city included | t+Providence, R. I. .... 6,746,676 6,919,188 5,714,541 —15.3 —17.4 279,433 221,708 i 
in this Index appears in the adjoin-| Reading, Pa. ......... 4,498,416 5,288,038 4,668,079 +8.8 —11,7 201,432 163,128 —19. 
ing columns se j Richmond, Va. ........ 6,210,162 6,335,812 5,859,938 —§6 —T.5 271,474 242,704 —106 
. : §$Rochester, N. Y. ..... 8,903,664 9,120,206 7,026,784 —31.1 —33.9 396,276 284,997 —281 
Rock Island-Moline ... 4,119,760 4,438,872 4,335,198 +o. —3.3 177,212 153,692 —133 
mental to retail grocers but they | Sacramento, Cal. ...... 4,226,072 4,245,395 3,806,565 —9.9 —10.3 176,414 151,448 i 
: ,|San Antonio, Tex. 3,204,467 3,274,646 3,015,250 —£.9 1.9 104,130 102,594 —1.5 
nave inspired retaters to grestly | oo. Diese, Cal. ....... 6,548,220 6,857,054 5,898,070 —9.9 —14.0 266,280 255,038 —42 
improve. their merchandising and ad-| san Francisco, Cal. 7,603,380 7,841,226 7,437,325 —22 —5.2 311,919 308,775 —1.0 
vertising techniques, Mr. Hitchcock | Sgattic, wash. ...... 4,831,886 5,023,892 4,443,080 —8.1 —11.6 175,028 175,546 8 +0.3 
declared. South Bend, Ind. ...... 4,223,491 4,713,749 3,486,848 —17.5 —26.0 182,338 127,981 —29.8 
“Say what we will about chains,| Spokane, Wash. ....... 3,441,214 3,759,308 3,473,512 +09 —T2.6 144,284 137,368 = 
the tad ai weit 1G. LOOM, Me. os cc ssess 8,958,175 9,611,640 8,797,830 ot onhS 398,170 352,405 —115 
= ee ee pod ce St. Paul, Minn. ....... 6,511,626 6,061,314 5,877,614 —f.7 —nf® 231,450 198,310 —143 
t © diastase and Syracuse, N. Y......-- 5,676,243 5,830,113 5,153,587 —bs 6 the 257,292 225,820 —12.2 
stores, proper display and consumer | *pacoma, Wash. ...... 2,925,430 3,210,590 2,879,464 —1.6 —10.3 129,066 104,580 —189 
advertising,” he asserted. “We were| Tampa, Fla. .......... 3,061,830 3,108,466 3,019,618 —1.4 —2.9 133,784 112,546 —15.9 
forced to modernize our stores, to} Toledo, O. ............ 6,325,428 6,873,823 5,710,403 —9.7 —16.9 284,428 210,473 a 
build displays, to advertise and mer-| Toronto, Ont., Can 9,980,461 10,076,170 8,716,587 —12.7 —13.5 355,935 ca ei 
chandiee our pre ; 1, 2 oe erererrerre 1,878,982 2,116,618 1,988,560 = 6 a i | 87,360 81,80 —. 
gute eagle? aN , S00 SOON i cue. Oe. .......... 4'856,978 4,753,260 4,398,500 <i . tt 186,522 143,920 —22.9 
me CRS TIOT FORNNOS THR HO CONSUME | Washington, D. C. .... 16,161,004 18,538,896 16,491,348 - —9.2 —111 865,236 808,060  —b.6 
owes him a dollar’s worth of busi-| Worcester, Mass. ..... 5,849,565 5,944,685 5,601,331 —.3 =—5.9 282,241 220,934 —21.7 
ness, but that he must earn what he| Youngstown, O. ...... 4,784,853 4,514,888 3,654,560 —23.6 —19.1 156,744 147,567 —5.9 
gets.” : a — —_—_ 
IEC eae ee eee f 9 5 ‘ 5 an poe ee 
Senator Tedings @eclared that| —7o*2" 467,569,965 516,313,841 4 0,468,148 5.2 10.6 21,371,927 18,214,188 —148 
while specific instances may prove {Boston American and Advertiser combination discontinued April 25, 1938. American changed to tabloid. 


that fair trade laws have sent prices 
up or down, “it is a fact that at this 
moment products are selling gener- 
ally at the lowest prices in many 
years.” 

He termed predatory price cutting 
and loss leader selling “the biggest 
guns in the armament of monopoly,” 
asserting that the ultimate objective 
of the monopolies in using these tac- 
tics “is to cut down competition, not 
increase it.” 


Commends Informative Labeling 


National brands, informative label- 
ing and improved service are the in- 
dependent grocer’s best arguments 
against competitive stores as far as 
consumers are concerned, Mrs. Hen- 
drickson emphasized in her address 
on “Selling Mrs. Consumer.” 

Development of a specialty item 
will also draw more business from 
Mrs. Consumer, she said, comment- 
ing that most women are reluctant 
to buy only one item in a store. She 
commended the informative labeling 
adopted by many food product manu- 
facturers although emphasizing that 
it is the grocer’s duty also to be fully 
informed regarding the products he 
sells. 

Mrs. Consumer, she said, does not 
like premiums. “They are usually 
not something she wants, and if they 


tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June 8, 1937. 
*Daily Ledger discontinued June 23, 1937. 

*tProvidence Tribune discontinued May 1, 1938. 


**Pittsburgh totals for week ended June 18, 1938, not included, due to strike. 


——— 


are they involve either a cash pay- 
ment or the purchase of too many 
articles before receiving the pre- 
mium. Many consumers also believe,” 
she added, “that when premiums are 
used, product cost is increased in 
corresponding ratio.” 


Westinghouse Film 


Uses Color Cartoons 


Westinghouse Electric & Mfg. Com- 
pany has completed a new sound 
slide film for use in refrigerator pro- 
motion. It is believed to be the first 
such film using cartoons in color. 

Reed Drummond, Fuller & Smith & 
Ross, Cleveland, created and directed 
the film with production handled by 
Spoor & Ahbe Film Corporation, Chi- 
cago. 


Start Range Campaign 

Standard Electric Mfg. Corporation, 
Toledo, will shortly begin both a con- 
sumer and trade campaign for its 
electric ranges designed to prove the 
economy of electric cooking. United 
States Advertising Corporation, To- 
ledo, is the agency in charge. 


SNPA Mechanical Group 
Changes Meeting Dates 


Dates of the second annual South- 
ern Newspaper Mechanical Confer- 
ence have been changed to Sept. 19-20 
at the Biltmore Hotel, Atlanta. 

W. A. Carns, mechanical superin- 
tendent of the Birmingham News and 
Age-Herald, is chairman of the com- 
mittee on arrangements and will 
preside at the conference. The West- 
ern division conference will be held 
next February. 


Bergman Appointed 


J. H. Bergman, formerly associated 
with Edwin M. Phillips & Co., New 
York, has been named advertising 
manager of Federbush Company, Inc., 
New York, manufacturer of loose 
leaf binders. Plans are being com- 
pleted for a national sales campaign, 


coupled with a series of magazine 
advertisements. Advertising and trade 
publications will be used. 


BURGESS 
Offset—Planography 


. . - Offers you REAL econ- 
omy on your printing! Re- 
gardless of quantity, you can 
save money on catalogs, fold- 
ers, sales letters, bulletins, 
charts, forms, price lists, etc- 
No expensive engravings oF 
make-ready; save your type- 
setting cost; other economies! 
Write Dept. E or phone STAte 
5980 for samples and a quo 
tation. 


J. A. BURGESS & CO. 


TORONTO) 
MONTREAL 
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PAGS TO RICHES 
MARKED CAREER 
OF A. M. ANDREWS 


Flectric Razor Promoter 
a Veritable Barnum 


New York, June 21.—The amaz- 
ingly colorful career of “a modern 
Horatio Alger” came to an end last 
week when Archie M. Andrews, 59, 
chairman of the board, Dictograph 
products Company, and former chair- 
man, Hupp Motor Car Company, died 
at his Greenwich, Conn., home after 
a brief illness. 

The story of Andrews’ rise from a 
ten-cents-a-day photographer’s ap- 
prentice at 16 to a multi-millionaire 
captain of finance at 50 is far more 
fantastic than the most imaginative 
novel. Broke in 1929 after the mar- 
ket crash swept away his 80-million 
dollar fortune, he recouped most of 
his losses before his death. 

Perhaps his most significant con- 
tribution was to the electric razor 
business, in which he was interested 
through his connection with Dicto- 
graph, manufacturer of the Packard 
shaver. Mr. Andrews, by opposing 
the late Colonel Jacob Schick in a 
long series of legal battles involving 
their respective shavers, dispelled 
the belief in a Schick monopoly and 
opened up a new industry. 


Uses Promotion Stunts 


Further, his dynamic advertising 
and promotion played a large part in 
making the country “electric shaver” 
conscious. The advertising world 
will long remember the Packard 
magazine copy which pictured a 
naked baby and was captioned, “Just 
an idea of how smooth your face 
feels after using a Packard Lektro- 
Shaver.” 

Aside from Packard’s paid adver- 
tising, the promotion stunts engi- 
neered by Mr. Andrews and his able 
agent, Arnold Van Leer, attracted 
still more attention to the infant in- 
dustry and the Packard product. A 
parachute jumper shaved the Pack- 
ard way in mid-air, a six-day bike 
rider was photographed while using 
the razor in the midst of a Madison 
Square Garden race, and reams of 
publicity pictures and paragraphs 
were printed the country over. 

Mr. Andrews’ P. T. Barnum instincts 


Ask any liquor 
distributor sales- 

man which trade paper 
is read most thoroughly by }e 
bar and package store owners. fee 
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/ - REO 


COLORFUL FIGURE DEAD 


Archie M. Andrews 


were demonstrated in the promotion 
of other products in which he was 
interested. When Mayor Fiorello 
LaGuardia of New York was in the 
midst of an anti-noise campaign, An- 
drews and Van Leer presented His 
Honor with a new silent radio, with 
accompanying publicity. 

Branded as a stock manipulator 
and often in the courts, Mr. Andrews 
was a humanitarian at heart. Dicto- 
graph makes the “Acousticon” hear- 
ing aid, and he established a free 
school on Fifth avenue for deaf chil- 
dren. He took great personal delight 
in bringing hearing to these unfortu- 
nates, and often provided the chil- 
dren with entertainment and parties. 

Making money was easy for such 
a promoter as Mr. Andrews. When 
he was only 22, he was a stock 
broker. He admitted later that he 
had “no capital, no office, and no 
nothing” but by first finding a seller 
and then uncovering a buyer to meet 
the price plus commission, he ex- 
panded the business to a national 
basis and laid the foundation for his 
fortune. 


Retired at 50 


He once remarked that before the 
1929 debacle, he had a million dollars 
for each year of his life before lunch 
and a million and a half for each 
year after lunch. When asked if he 
ever knew anybody else with $80,000,- 
000, he answered; “Nope, never did, 
and probably wouldn’t have liked 
him anyway.” 

He retired at the age of 50, but 
soon returned to the wars in the 
field of banking and business man- 
agement in 1932. Two years later 
he became chairman of Hupp, after 
having been the largest stockholder 
for 20 years. A bitter fight for con- 
trol arose and he lost his position 
in 1935. 

At the time of his death, Mr. An- 
drews was also president of the Prog- 
ress Corporation, maker of Packard 
and Roto-Shaver razors; president 
and chairman of the board, Platinum 
Products Company; vice - president 


and director, Lektro-Shave Corpora- 
tion; treasurer and director, Inter- 
national Ticket Scale Corporation; 
and president, A. M. Andrews In- 
vestment Corporation. 

Following his first job as a photog- 
rapher’s assistant, he taught banjo 
lessons at 25 cents each in his native 
Chicago, and sold papers in front of 
the Chicago Herald building. In 1920, 
he bought that building, and later 
acquired a seat on the Chicago Stock 
Exchange. 

He is survived by his widow and 
eight children, including an infant 
son. Among his fraternal affiliations, 
he was a member of the Advertising 
Club of New York. 


‘BELOIT NEWS’ LOSES 


CLASSIFIED MANAGER 

Beloit, Wis., June 21—Hugh Ral- 
ston, 47, for ten years classified ad- 
vertising manager of the Beloit Daily 
News, died suddenly at his home here 
Friday, after returning from Minne- 
apolis where he had attended the 
convention of the Association of 
Newspaper Classified Advertising 
Managers. 

Mr. Ralston was classified manager 
of the Rock Island Argus and the 
Star, Terre Haute, Ind., before join- 
ing the Daily News. He is survived 
by his widow and three daughters. 


GRAHAM, EMBOSSING 


CO. EXECUTIVE, DIES 

Albany, N. Y., June 21—Tom C. 
Graham, 57, vice-president of the 
Embossing Company, toy manufac- 
turer, died at his home here Monday, 
following a month’s illness. 

Born in England, Mr. Graham 
came to America with his parents at 
an early age. A graduate of New 
York University, he was with Titian 
Steel Alloy Company, Niagara Falls, 
for eight years before joining Em- 
bossing in 1923 as assistant sales 
manager. 


‘FRANKFORT JOURNAL’ 


PRESIDENT SUCCUMBS 


Frankfort, Ky., June 21.—James L. 
Newman, 66, president of State Jour- 
nal Company, publisher of the Frank- 
fort State Journal, died in Cincinnati 
yesterday following an operation. 

Mr. Newman and former Governor 
J. C. W. Beckham, of Kentucky, ac- 
quired the old Frankfort Journal 
nearly 25 years ago. Later they ob- 
tained the Frankfort Evening News 
and merged the two papers into a 
daily morning paper. Mr. Newman 
acquired controlling stock in the 
joint publication. 


CHARLES URNER DEAD 

Elizabeth, N. J., June 21.—Charles 
A. Urner, 56, vice-president of Urner- 
Barry Company, New York, and edi- 
tor of The American Produce Review, 
died today en route here from New 
York where he attended a meeting 
of The Linnaean Society. 
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REFRIGERATED DWARFS 


AE DISNEY 


Air Conditions 
MICKEY MOUSE 


“Heigh be, beigh he, it's aff 2 work we go” is onseging the country ...the marching 
song of “Seow White and the Seven Dwarfs.” From now on it also might be 
called the theme song of the Walt Dr 
conceived an uced. For wit 
sa and their ince : 
Donald Duck, Pluto, Goofy, and all the rest are in an atmosphere that makes 
her 


daily 
. 


fiseeta Scock tes Ceoccng Kcoteors 
Lily, Concohong nosecer” 
T Rulpesrich. aor Condiaweong Contvester 


The first air-conditioning manufacturer 
to utilize Walt Disney characters, Trane 
Company, La Crosse, Wis., will publish 
this advertisement in the July II issue 


of Time. The story of the Disney in- 

stallation will also be given wide distri- 

bution to architects, engineers and con- 
tractors. 


Outdoor Audit 
Group Expands 
Directing Unit 


New York, June 21.—Enlargement 
of the board of directors of the 
Traffic Audit Bureau, national au- 
thority for the circulation evaluation 
of outdoor advertising, was an- 
nounced here this week in conjunc- 
tion with the organization’s fifth an- 
niversary. Nineteen members make 
up the new board; nine representing 
national advertisers, five represent- 
ing advertising agencies, and five 
representing the outdoor advertising 
industry. 

J. W. Dineen, director, advertising 
section, General Motors Corporation, 
was named president of the bureau; 
Henry Stevens, vice-president, J. 
Walter Thompson Company, vice- 
president; and Kerwin H. Fulton, 
president, Outdoor Advertising, Inc., 
secretary-treasurer. In addition to 
these officers, makeup of the board is 
as follows: 

Representing the Association of 
National Advertisers are Paul B. 
West, ANA president; Albert Brown, 
advertising manager, The Best 
Foods, Inc.; W. M. Collins, vice- 
president, Canada Dry Ginger Ale, 
Inc.; Henry Gorski, advertising man- 
ager, P. Ballantine & Sons; L. T. 
Kittinger, vice-president, Shell Union 
Oil Corporation; Paul E. McElroy, 
advertising manager, Ethyl Gasoline 
Corporation; Wilmot P. Rogers, ad- 
vertising director, California Pack- 
ing Corporation; and H. M. Warren, 
advertising manager, National Car- 
bon Company. 

The American Association of Ad- 
vertising Agencies is represented by 
John Benson, president of the Four 
A’s; Harrison Atwood, vice-presi- 
dent, McCann-Erickson, Inc.; Henry 
T. Ewald, president, Campbell-Ewald 
Company; J. Stirling Getchell, presi- 
dent, J. Stirling Getchell, Inc. 
Representing the Outdoor Adver- 
tising Association of America are 
Herbert E. Fisk, general manager of 
the association; W. Rex Bell, presi- 
dent of the association; George W. 
Kleiser, president, Foster and Kleis- 
er Company; and B. W. Robbins, 
president, General Outdoor Advertis- 
ing Company, Inc. 


Young’s Appoints 
Hirshon-Garfield Inc. has been ap- 
pointed advertising and merchandis- 
ing counsel for Young’s Hat Stores, 


New York. 


Display Linage 
in Papers Fell 
15.9% in May 


New York, June 21.—Total display 
linage in newspapers of 52 cities de- 
clined 15.9 per cent last month as 
compared with May, 1937, Media 
Records, Inc., reported this week. 
Totals for the respective months 
were 87,211,163 against 103,702,163. 

Largest loss last month was suf- 
fered by automotive, which dropped 
from 7,462,140 lines to 5,675,992, a de- 
cline of 23.9 per cent. General ad- 
vertising last month was down 23.8 
per cent as compared with May a 
year ago, the respective totals being 
18,309,963 and 24,019,025. 

Department store linage suffered 
least last month, recording a drop of 
7.5 per cent from the 28,817,863 total 
of 1937. Other groups are: 

Retail, down 12.2 per cent, totals 
for last month and May, 1937, 61.- 
829,568 and 70,413,855; financial, 
down 22.8 per cent, totals last month 
and a year ago, 1,807,143 and 1,395,- 
640; classified, down 16.4 per cent, 
totals last month and a year ago, 
22,694,679 and 27,132,476; total adver- 
tising, down 16 per cent, totals last 
month and May, 1937, 109,905,842 and 
130,834,639. 


YOU PAY ANY way! 


w Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it. . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t bring the desired results 
...You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY. . . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FITTING SHOES FOR 


Feet 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the 
Faithorn Corp. 
for the Scholl 
Mfg. Company. 


18 A SPECIALIZED SclEeNcE 
1% EVERY OF SCHOM SHOP 


Xe 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all-—just as you wish. 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


ect 
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ADVERTISING AGE om 27, — 


CHICAGO TRIBUNE AVERAGE TOTAL NET PAID SUNDAY CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 193 


A SUNDAY GAIN OF 44,272 
OVER THE SAME PERIOD LAST YEAR 


CHICAGO TRIBUNE AVERAGE TOTAL NET PAID DAILY CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938 


A DAILY GAIN OF 35,477 
OVER THE SAME PERIOD LAST YEAR 


The value that a newspaper delivers to advertisers is determined 


by the value it delivers to readers. 


By giving readers more for their money, the Chicago Tribune is 
able to give advertisers more for theirs. 


Today the Tribune has from 417,000 to 533,000 more total daily cir- 
culation and from 308,000 to 437,000 more cityand suburban daily circu- 
lation than other Chicago daily newspapers. On Sunday the Tribune 
has from 117,000 to 750,000 more total circulation and from 282,000 to 
431,000 more cityand suburban circulation than other Chicago Sunday 
newspapers. 


Chicago Tribune 


THE WORLD’*S GREATEST NEWSPAPER 
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B & O OFFERS VACATION "PACKAGE" 


3 


ia 


ae! ae 


1934 


LBs = cAsk about it at B& O Travel Bureau 
< \ ‘ce 122 East 42nd St., New York, orphone Ashland 4-1600 


You'll be surprised how tittle a Western 
Spend your Vacation out West this Sum- Vacation costs and two weeks is ample! 
mer! Enjoy a glorious, carefree stay inthe GO WEST... via B& O—Fast Schedules 
Great Outdoors! B a O low fareskeep the + - + Fine Air-Conditioned trains including: 
cost down! Tell us when you plan to go— SHENANDOAH TO CHICAGO 


m1 how much you Onty train im the East with Stewardess. Nurse 
how long you will stay — y NATIONAL LIMITED TO ST, LOUIS 


want to spend, We will make up a *Western (Diese! Powered between Washington and the West) 
Vacation Package” for you— Pree! It will PORT PITT LIMITED TO CHICAGO 
cover your complete vacation, day-by-day. Making evening Coancctions to the Weet 


A new merchandising plan sponsored by the Baltimore & Ohio Railroad is in- 

creasing substantially the number of vacationers seeking relaxation in western 

resorts. Passenger agents are particularly enthusiastic about the plan. Richard 
A. Foley Advertising Agency, Philadelphia, prepared the material. 


STANDARD OIL DEPICTS POWER 


-call for POWE a : 


COLONIAL 


€sso 


DEALER 
MOYOR FUEL 


Hayden Hayden poster now appearing in territory of Standard Oil of New York 
to tie in with the rowing season. McCann-Erickson, Inc., is the agency, and 
Forbes Lithograph Company, Boston, the producer. 


1938 


COMES TO LIFE AGAIN AFTER 8 YEARS 


) here’s a nautical 
room with bunks 
for beds and a 


compass for a floor 


: — bei 4 
. 2 the gecek stig i 


(no eer ARMSTRONG‘S 
LINOLEUM FLOORS 
A\D + OMRCSSED - mARSRLEE + JASPE + RAYORILE - MONORELLE + PEINTED + QUAKER BUGS ene tinowans 


hay layout, used by Armstrong Products Company in i930, is now making 
ra ‘e-appearance in national advertising. A continuous stream of inquiries led 
© the decision to repeat the insertion. Only one word in the copy has been 
changed—"'short wave" is used instead of “wireless.” 


COLONIAL ELEGANCE 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


WOMEN'S CLUB GETS HISTORICAL GAVEL 


New Cotillion design in sterling silver- 
ware introduced by Reed & Barton, Taun- 
ton, Mass., is dramatized by a display 
typifying the refinement and elegance 
of Colonial aristocracy. Construction is 
of metal, plywood and solid wood, fin- 
ished in ten lacquer colors. Created and 
manufactured by Kay Displays, New York. 


IN NATURAL SETTING 


ae © fanue 5 
writs F 
. oem 


New officers of Women's Advertising Club of Detroit examine a gavel held by Frostilla Company, Elmira, is introducing 

their president Margaret Auberle, made from wood from "Old Ironsides." Stand- its new Sunfilter cream in a special beach 

ing, Alacoque Dantzer, Margaret Moriarity, and Alberta Stutesman. Mary bag combination. Aijtkin-Kynett Com- 
Hopkins completes the group. pany, Philadelphia, is the agency. 


AMERICAN VILLAGE OBJECT OF JOINT PROMOTION 


Scale model of the project that has drawn participation of 102 companies. (Story on Page |.) 


LOBSTER EXTENDS CLAWS IN WELCOME 


WELCOME ; 
BOSTON Ae 
Uc 


LOBSTERS 


Se : ws = ree 


ean-Clea 
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CONSOLIDATED LOBSTER COMPANY INC. GLOUCESTER 


How Consolidated Lobster Company, Gloucester, Mass., is having its product welcome motorists to Boston. $. A. Conover 
Company handles the account. 
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Peoria Advertisers Using the Monitor 


eet 10 ——- Restaurants 
Furniture and Furnishings . 4 Shoes 


Auto Sales and Service. . . 1 Department Stores . ee: 
Beauty and Barber Shop. . 1 Moving, Storage and Taxis. 1 eee 
Electrical Equipment . 2 Publishers and Books... 1 Z 
Florists 2 Real Estate . (aac 
Food 3 

1 


Hardware and Paint 3 = Stationery and Offic 


a a a DD fra. 5 et ok we 
Laundries, Cleansers and Wearing Apparel. . . . - 10 
Dyers 2 Miscellaneous a 3 


EORIA, Illinois, merchants say that Monitor advertising pro- 

duces results—and what Peoria merchants say about sales is 
important to every national advertiser in the country. 

One Peoria advertiser wrote: “Our advertisements in the 
Monitor have produced results out of proportion to their size. In 
fact, we consider the Monitor the best medium of advertising we 
have used.” 

Another Peoria advertiser said: ‘‘We do not hesitate to rec- 
ommend The Christian Science Monitor as a medium for adver- 
tising. Monitor readers, as a rule, are people of culture. They 
read the Monitor thoroughly. It is not tossed into the waste- 
basket after only a cursory examination of the contents. Further- 
more, we have found The Christian Science Monitor subscribers 
to be loyal to their paper’s advertisers.” 

Because of Monitor advertising, a great volume of sales is 
flowing across counters not only in Peoria but in city after city 
throughout the United States. National advertisers expect and 
customarily receive similar returns from Monitor advertising. It 
will pay every advertiser who checks results closely to get the 


complete story of the Monitor. Just contact the nearest Monitor 
office. 


Names of writers of letters quoted given on request 
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